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You'll find the information both interesting—and helpful. 
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this month to month fluctuation. The 


























EADING the figures for both 
R retail sales and manufacturers’ | 
sales for the month of May RETAIL SALES OF HOUSEHOLD APPLIANCES BY INDEPENDENT STORES, 
confirms other indications that inven- | COMPARED WITH MANUFACTURERS’ SALES OF ELECTRIC REFRIGERATORS 
tories are being turned into sales by | mae sacle tinal | 
- ; > istri > Thile ; | etal aies anutacturers ales | 
omy hg nage Nose (Furn. & Hshid. Appliances) (Electric Refrigerators) 
a : . — States May 1938 May 1938 May 1938 May 1938 
the U. S. Department of Commerce vs. vs. vs. vs. 
show a decline of 26.8 per cent from Apr. 1938 May 1937 Apr. 1938 May 1937 
May 1937, they show an increase of East North Central (4 states) + 7.3 —40.0 —21.0 —50.2 
4.8 per cent over April 1938 sales for Wineis week eeeceeeeees OD OD 205 —432 
the same districts. Manufacturers “a” <> inne) +62 —42.7 its  —Kes 
shipments to these territories fell off | | i ie —45.0 —26.2 —64.3 
an aggregate of 12.4 per cent from | IER. ici os ainx aig eu's —170 —24.1 —12.2 —I7.5 
the month before. Retailers are selling West North Central (4states) +.0.5 —24.3 —25.5 —46.2 
from their own and distributors stocks. ene ee 220 —25.0 
The whole movement is spotty, al- Menees ..... cece escseeeees PIOT 8S 22.1 —47.6 
though increases over April are re- ee. —29.6 —58.3 
ported from all but five of the reporting Nebraska .................. *.65  —<A7S —25.9 —28.7 
states. The Far West has registered South (6 states) .......... +69 —23.8 —17.6 —55.3 
Oat Se Se Gee Oe enna Georgia ............. 2s. +05 35.5 —328 67.7 
shipments. : _ South Carolina ............. ‘— 33 —33,1 + 7.3 —56.9 
June retail advertising shows plenty "SESS RENEE +121 —27.4 —164 —58.3 
of cut price offers on refrigerators, PI sc sock ceewans aes + 9.1 —16.5 —38.I —60.2 
some of them coupled with trade-in Re Sete + 3.1 —15.6 —40.6 —53.8 
offers. Washington, D. C., has just WE rk oe —20.2 — 65 —48.1 
completed one of the first large cam- Mountain (2 states) ....... +56 —21.2 +26.9 —165 
paigns for refrigerator replacements. OS See +12 —22.7 +424 —69 
A campaign there to sell new electric a see - § «is 
pry cro npr pow 2 — ” Pacific (3 states) ......... +38 —I75 +275 —305 
et with 4 7 suc- | 
in Se ai ees eers i iid this California ................. #34 —156 +260 —29.9 
: | co hee +76 —19.6 +83.7 —25.1 
— = =6—Cl. | Washington... +49 266 +122 —37.1 | 
Trade-in offers on washers are also 
reported from many sections of the WE Sewcns sas vaweeaceee +48 =—26.8 —12.4 —46.7 | 
country, and it may be that replace- | 
ment drives will play an important part | COMPARISON SUMMARY — 1938 vs. 1937 | 
in the next three months’ appliance Retail Sales Manufacturers’ Sales 
: operations. Ist Quarter 1938 vs. Ist Quarter 1937 —I7.8% —43.8Y, | 
Sales of washers, ironers and re- April 1938 vs. April 1937............ —24.4% —37.1% 
frigerators are at about the same rate May 1938 vs. May 1937............ . 26.8%, 46.7%, 
of decline from a year ago. Shipments 
as reported by manufacturers are ap- | 
proximately 40 per cent under last year. 
MONTH ago it seemed from the tendency toward higher priced wash- the last six months of the year. Na- 
washer reports that there was a ers is still probably the underlying tional activities, such as the Washer 
tendency for washers under $50. to be trend. and Ironer Week, October 24 to 29th, 
featured, manufacturers’ shipments for Ironer sales are keeping pace with and a multitude of local promotions 
April showing 31 per cent of total sales washer sales, being in about the same are on the calendar. The basic busi- 
being under $50. list. This does not relation as washers to last year’s totals. ness indicators and most of the busi- 
mark a trend, however. In the May Especially worth noting is the fact that ness prophets forecast a turn up in 
figures the proportion of washers in sales for the year to date show 56 per business. Together with the sales 
this classification fell to 25 per cent of cent of the total are for ironers that promotion activity scheduled, an opti- 
the total. Washers of $70. and over sell for $80. and over retail value. mistic outlook seems justified. 
list, rising from 27 per cent of the Weather unseasonably cold has been 
total for April to 30 per cent of the one factor in holding back major ap- 
total for May. It is not safe, there- pliance sales in the Central West and 
fore, to draw any conclusions from the East so far this year. There are Pe ipa 


many promotional events scheduled for < Eptror 
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Buy It from 


Westinghouse Takes Stand 


Against Courtesy Discounts 


66 NOURTESY DISCOUNT” is 
the amiable term given to a 
practice which has bedeviled 

the electrical retail trade for many 

years. The courtesy involved, if any, 
is in some wholesaler giving a buyer 
the percentage of the selling price that 
ought to go into his dealer’s pocket. It 
has created a large and growing class 
of appliance buyers who never pay the 
full retail price for any electrical appli- 

ance if they can help it. And in a 

dismaying number of cases, they find 


Store traffic mainly for the 
purpose of looking over 
lines and identifying style 


numbers. 


ia 
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By L. E. MOFFATT 


“courtesy discount” the way to help it. 

These are usually prosperous buyers, 
too, who can well afford to pay legiti- 
mate retail prices for high grade elec- 
trical equipment, because it is the men 
with good jobs who have the connec- 
tions that will get them what they want 
at substantial discounts. 

These connections take a variety of 
forms but are most frequently through 
the purchasing department of an in- 
dustrial plant. The executives and top 
employees in such a plant buy not only 














for themselves, but arrange for the 
“courtesy” to be extended to relatives 
and friends, and on to relatives of the 
relatives and friends of the friends. 

Joe Doakes, let us say, manages a 
grocery store, but when he needs an 
electrical appliance, he remembers that 
his wife’s second cousin is a superin- 
tendent in a plant that buys quite a lot 
of material from an electrical whole- 
saler. The consequence is that Doakes 
gets his appliance for less money than 
Doakes’ customer, the appliance dealer, 
would charge him. Of course, Doakes 
and his wife have visited the appliance 
dealer’s show room or shopped an ap- 
pliance department in the local depart- 
ment store; but they do this shopping 
only to select the make and the style 
number of exactly the appliance they 
want. 


JULY, 


It is impossible to know the extent 
ot this practice. There is general agree- 
ment, however, that it covers the pur- 
chase of thousands perhaps hundreds 
of thousands, of appliances per year. 


HE crying shame is that it de- 

prives the appliance retailer of 
the very sales and profits which he has 
created by his own work and invest- 
ment. Because the appliances so bought 
are those types and makes for which 
there is active public acceptance and 
demand. And the retailer has been the 
vital factor in creating this condition 
of public acceptance and demand. 


Introducing a new electrical product 
is a long process that costs money. 
Not only manufacturers’ money in ad- 
vertising promotion; not only utility 
money in advertising promotion, dis- 
play and selling; but dealers’ money 
and dealers’ time and energy as well. 


Markets are created only by the 
process of selling goods. The market 
for vacuum cleaners, washing ma- 
chines, refrigerators, irons, toasters, 
percolators, roasters and all the rest of 
them, has been created by a multitude 
of retailers who, when these goods 
were comparative novelties, took a 
chance of making a profit by putting 
them in stock, by displaying them, by 
soliciting sales, ringing door-bells, en- 
dorsing instalment paper, paying out 
good money for store rent, salesmen’s 
commissions, newspaper advertising. 
In short, going through all the neces- 
sary sales process in the hope of an 
ultimate profit. 


To introduce a new line the retailer 
has*to keep his mind on the ultimate 
profit; for there is always a period 
when expense outruns returns, before 
the market begins to yield a profitable 
business. A merchant risks this in- 
vestment with the expectation that 
when the buyers of his community ac+ 
cept the merit of the merchandise he 
is selling, he will benefit by that valu- 
able market factor known as demand, 
creating a territory responsive to his 
sales effort and through the increase 
of satisfied users, a steady flow of pros- 
pects and business. 


Now think a moment about the mer- 
chant when, at the time that this de- 
mand has been created by his efforts, 
his public discovers that it doesn’t al- 
ways have to pay the price the mer- 
chant must ask, but can obtain the 
wanted appliance at a “courtesy dis- 
count.” 


That is the situation. We would 
not have harrowed the feelings of our 
readers by reminding them of one of 
their most legitimate grievances ex- 
cept that something is being done about 
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it. A step has been taken; a leading 
electrical appliance manufacturer and 
its group of distributors go on record 
as opposing this policy. 

Here is the formal release for pub- 
lication by the Westinghouse Com- 
pany : 

A statement and clarification by the 
Westinghouse Company and Its 
Agent Jobbers of their policy of 
the opposition to “courtesy dis- 
counts” on household electric appli- 
ances was the most significant 
action taken at the 26th annual 
meeting of the Westinghouse Agent 
Jobbers’ Association, at Hot Springs, 
Va., May 27-31. The announcement 
was made by J. S. Shaw, vice-presi- 
dent of the Moore-Handley Hard- 
ware Company, Birmingham, Ala- 
bama, president of the association 
under whose leadership the action 
was taken. 


“We are, and have always been, 
opposed to price concessions of this 
type,” Shaw said to the 125 mem- 
bers attending the meeting. “ ‘Cour- 
tesy discounts,’ or special price con- 
cessions to friends and _ business 
associates, are manifestly unfair to 
the consuming public. Moreover, 
were such a practice allowed it 
would completely demoralize our 
dealer organization. If purchases 
direct from the jobber or manufac- 
turer were permitted, it would sim- 
ply be taking business from the 
dealer that he is rightfully dependent 
upon.” 

Following the presentation of the 
Westinghouse Company’s attitude by 
R. E. Imhoff, sales manager of the 
Merchandise Division, the Associa- 
tion unanimously adopted a reso- 
lution aimed at clarifying its policies 
for the trade and the public. This 
resolution, which was presented by 
H. M. Moock, president of the 
Moock Electric Supply Company of 
Canton, Ohio, is as follows: 

“WHEREAS :—The Merchandis- 
ing Division of the Westinghouse 
Electric & Manufacturing company 
has stated its policy definitely oppos- 
ing the giving of courtesy discounts, 

“NOW THEREFORE, be it re- 
solved that the Westinghouse Agent 
Jobbers’ Association, in Convention 
assembled, endorses this statement 
of policy, and urges its members 
individually and collectively to sub- 
scribe to it and use their best efforts 
to enforce it in their individual ter- 
ritories.” 


This is the end of the formal re- 
lease. It is a significant declaration of 
policy. It means all its says. And 
behind it is a most interesting story, 












because it is the result of the West- 
inghouse Company having consulted 
with dealers on the dealers’ own prob- 
lems. 


XECUTIVES of the Merchandis- 

ing Division of the Westinghouse 
Company took a notable step when 
they decided to consult appliance deal- 
ers on dealer problems, and how these 
problems were influenced, helpfully or 
otherwise, by manufacturers policies. 

Only a few months ago Westing- 
house invited two groups of appliance 
dealers to come to Mansfield and talk 
these things over. This was not a 
meeting arranged for the purpose of 
selling a line to the dealers. It was 
sincerely for the purpose of getting 
the dealers’ viewpoints before the ex- 
ecutives of the Company. Twenty- 
eight dealers came, in groups of four- 
teen; two separate meetings of two 
days each. 

It was not easy, at first, to convince 
these dealers that they were there 
only for the purpose of talking and not 
for the purpose of being talked to. 
When the dealers really got the idea, 
they settled down to a discussion of 
their problems and brought up the 
matter of the “courtesy discount”. The 
practice, the dealers stated, is demoral- 
izing and destructive, and if not ter- 
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minated will no doubt increase and 
develop, and perhaps spread to major 
lines. 

This was the essence of what the 
dealers had to say: That with respect 
to small appliances, the dealers are in 
reality maintaining displays for the 
purpose of dressing up their stores, as 
their sales of these appliances are very 
small. 

Even in the holiday period, when 
this class of merchandise is in most 
active demand, comparatively few sales 
are made. The display of this equip- 
ment produces store traffic, it is true, 
but the store traffic is mainly for the 
purpose of looking over lines and 
identifying style numbers. 

This is the experience related by 
many of these dealers who were repre- 
sentative appliance dealers from all 
parts of the country. The demoraliz- 


ROSCOE E. IMHOFF 


Sales Manager 


Merchandise Division, Westinghouse 
Electric & Mfg. Co., Mansfield, O. 


H. M. MOOCK 
President 


The Moock Electric Supply Co., 


Canton, Ohio 


ing effect of the spread of the “cour- 
tesy discount” practice to sales of the 
small appliance type of merchandise 
alone is evident when it is realized 
that, taken as a group, these “house- 
wares” appliances represented sales in 
1937 of $49.391,895. This sales ag- 
gregate represents the fourth major 
sales total in our field, coming after 
refrigeration, washers and vacuum 
cleaners, in that order. And if a large 
proportion of this business, as well as 
much business on the major appliance 
lines, is done through channels which 
short circuit the dealers’ profit, then it 
is high time, indeed, that appropriate 
steps be taken to remedy the situation. 

This was the reasoning that appealed 
to the Westinghouse executives, and 
the result is reflected in the Westing- 
house Agent Jobbers’ resolution quoted 
above. 
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Floyd Capito has a place of business in Howard County, Mo., but he doesn't wait for it to come to him. 


TRADE 


Sell... 










If they haven't 7° the cash on hand for a down payment or succeeding payments, 


Floyd Capito (right) finds they often have something as good—to trade. 


says Floyd Capito of Howard County, Mo., and 


proves it by moving appliances in volume 


, ‘“ RADING for anything of value 
has closed many a home ap- 
pliance sale that otherwise 

wouldn’t be made for Floyd Capito, 

who operates from a general store on 

State Highway No. 5 in Howard 

County, Missouri. He sold 50 West- 

inghouse electric refrigerators and 80 

Maytag washers in 1937; and 70 

radios in the 1937-38 season. 

Not so bad for a rural dealer in a 
country where sections had not been 
electrified in 1937, and who must com- 
pete with dealers in the several small 
towns in his territory. With all of his 
trading, he usually gets enough cash 
out of the sale with which to pay the 
wholesale house for the merchandise. 

While he has consistently made reg- 
ular profits on his policy of “We 
Trade for Anything,” he frankly says 
he has not come out ahead on every 
deal. But he has succeeded well 
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enough that now at the age of 41 he 
expects to be able to quit outside sell- 
ing at 50. He started specialty selling 
15 years ago. 

“Very few people have all of the 
cash with which to pay for their re- 
frigerator or washer,” he says. “They 
come in and want to make a trade. 
Trading with them helps to dispose of 
something they don’t need and at a 
profit to them. And it makes a sale 
for me. 

“Tf they didn’t need a chicken 
brooder or a cream separator, they 
wouldn’t be trading it for something 
they needed. A man decides to quit 
poultry raising and he doesn’t need 
his brooder and he tells me his wife 
wants a washer. It isn’t going to take 
us long to get together on a deal. I 
have taken in five cream separators on 
washer deals which would not have 


By HOWARD BARMAN 


that is useless to them but useful to 
someone up the road. If they have 
something salable I help them to real- 
ize some cash for something they have 
no use for and it makes the down pay- 
ment and sometimes enough to cover 
succeeding payments.” 

Here are some examples of how 
Dealer Capito’s trading moves electric 
appliances : 

A service station operator was quit- 
ting the business and he wished to 
quickly dispose of some tires, tubes, 
patches and fan belts. He was in a 
frame of mind to buy an electric re- 
frigerator when Capito called at his 
station and a deal was made whereby 
the latter got the auto accessories at a 
discount below cost which covered one- 
third of the refrigerator price. Capito 
retailed them at his general store at 
the regular retail prices and thereby 


except a threshing machine and every- 
thing in the home except a_ baby 
buggy. 

“It’s a lot more trouble to take goods 
in on an appliance deal than it is to 
take cash to the bank,” observes 
Capito, “but trading creates sales that 
would otherwise not be made.” 

Capito has some “do’s and don'ts.’ 
He doesn’t call on a farmer when the 
weather is bad. He is not in a favor- 
able mood. He does not hesitate to 
ca!l on him when he is busy in the 
field. “Some fellows say, ‘I don’t want 
to call on a man when he is in the 
field,” he said. “That’s the time when 
[ want to see him. He is active and 
happy when he is getting things done. 
[ won't go around when he is working 
around a threshing machine or he’s 
standing with a bunch of men.” 

He wouldn’t give a 


dime for a 


do with all the things he takes in on 
new merchandise ? 

“Take that old refrigerator there,” 
he said, pointing to a double door unit 
that wasn’t worth selling “as is,” and 
was left outside in the weather be- 
cause of the lack of storage space. 
“['ll throw the cabinet in the hollow 
and trade the compressor for a paint 
spray gun. I'll take these used wash- 
ers (stored in the warehouse) and 
use a buffer on them and the tubs 
will look almost like new. They'll 
sell. There’s an old ice box. Won't 
sell as it stands but still has service 
left in it. We'll paint it white and 
sell the ‘box’ this Spring and take 
it back next year on a trade-in for a 
new refrigerator.” 

“Do you have a high inventory on 
used merchandise?” he was asked. 

“When I take anything in on a 





Dealer Floyd Capito of Howard County, Missouri, whose 
selling slogan is, "We Trade for Anything," is talking over 
a prospective sale with a farm hand in the barn lot. 


been made at the time or by me if | 
hadn’t traded. 

“T sold a $134.50 washer last Sum- 
mer to a farmer and took a cow and 
calf in the trade, allowing him $70 
for them. I lacked $20 of getting my 
full commission. We milked the cow 
for six months and I sold her for $60 
and got $18 for the calf. When we 
take in a cow on a trade we put her 
on my 54-acre pasture and wait till the 
market changes one way or the other 
and then sell. Sometimes I take in 
chicken fryers on a washer down pay- 
ment and we send the chickens to mar- 
ket. Trading on the spot clinches 
sales. 

“So many times I have stopped at 
homes and been told: ‘I can’t buy this 
today. I don’t have the money.’ I 
say to them: ‘Do you have something 
you don’t need?’ Many a time a 
man or woman brought out something 


made a profit above his refrigerator 
sales commission. 

A farmer wanted a refrigerator but 
he neither had the ready cash nor 
did he care to commit himself to time 
payments. He did own some bank 
stock of $100 per value paying 8 per 
cent. Would he care to trade the bank 
stock for a new refrigerator? The 
farmer said yes, and Capito paid him 
market price or $75 a share and this 
year he drew $8 interest per share on 
a face value of $100. 

Some trades wind up even. A 
farmer had a binder he no longer 
needed, and his wife had been asking 
for a washer. Capito took the binder 
in on the trade, called an implement 
dealer who went to the farm and 
bought the binder from Capito for 
what he allowed for it. 

Capito has traded in his appliance 
selling for everything used on a farm 
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wholesale distributor to send a repre- 
sentative out with him. The rural 
dweller doesn’t “open up” 
stranger is present. 

He doesn’t make house calls or de- 
liveries, if he can he!p it, when it is 
muddy outside. Most people resent 
having their houses tracked up with 
mud. ° 


when a 


Capito doesn’t rush people. He'd 
rather the man and his wife think the 
terms and prices over and be com- 
pletely satisfied before buying. All 
that he asks is that a prospect give 
him time to explain what he’s got. 

When Capito says it does not pay 
to “rush people,” he consults his 15- 
year record of appliance and radio 
selling and calls the roll on repos- 
sessions : 

Refrigerators 2. Washers 0. Ranges 
0. Radios 20. 

What does this Missouri rural dealer 


This Missouri rural dealer drops in at the Montgomery McCullough stock farm and finds the "boss" in 
the pasture with his famous Brown Swiss dairy herd. Veterinarian Munn, who was making a sick call, is 
standing in the background. 


trade,’ he said, “I tell the customer 
if he knows of anyone who needs 
whatever I’ve taken in to send them 
to me. So people come to the store 
to buy because somebody sent them 
to us.” 

People come from a distance of 7 
miles to “make a trade” with Floyd 
Capito. Still he likes to start out early 
in the morning in his car on the trail 
of a prospect. He may find a buyer 
on the streets of New Franklin, Fay- 
ette or Glasgow; on the highway, in 
the fieid or in the home. 

The desire to be a salesman made 
itself felt in Capito early in life. He 
trudged the country roads at the age 
of nine selling a small item for the 
price of a quarter. The inborn desire 
to be a salesman never left him even 
when he plodded behind a plow in 
his father’s fields. 

(Please turn to page 42) 
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at Lucile Johnson likes her audience so 
close they can touch the stove, observe 
the texture and details of food prepared 
® 





’ "en may have noticed in the 
newspapers that quite a lot of 
gas is being pumped down in 

Oklahoma and Texas way. Cheap, 

easily available, it forces the utilities 

in that region to fight a toe-to-toe 
battle to get business. 

Consequently in the survival of the 
fittest, as Mr. Charles Darwin used 
to point out, there ensues a sharpen- 
ing of the wits and a development of 
fresh ideas that may eventually be- 
come standard practice elsewhere in 
time. 

Miss Lucile Johnson, home econo- 
mist for the Public Service Com- 
pany of Oklahoma, which serves 
some sixty towns in eastern Okla- 
homa, has observed one thing about 
demonstrations. All too often where 
there is a large crowd the women 
in the audience tend to contemplate 
the stage performance as they would 
a show, and not as something really 


Evils of uncontrolled temperature swings can beautifully be demonstrated. Here affecting their lives. No mamer 
are cream puffs, shells that are burned, some that are too raw, and others done how well done the demonstration is, 
perfectly, thanks to the exactness of electric temperatures it is difficult for the prospect in the 
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audience to appreciate the difference 
between electrical and flame type 
cookery. Her five senses do not get 
a chance to telegraph the difference 
to her brain. 

“That is why we hit upon the idea 
of inviting small groups to demon- 
strations,” relates Miss Johnson. 
Sororities, junior leagues, any group 
in the social strata able to buy an 
electric range are welcome. Our only 
stipulation is that they must arrive 
by 10:30 in the morning. We let 
them play bridge and then gather 
them altogether on the stage—close 
enough to touch the range even—and 
demonstrate and prepare a free lunch 
for them.” 

Realizing that all of her audience is 
probably using flame type cookery, 
Miss Johnson produces on the electric 
range those dishes which show the 
greater contrast to those produced by 
flame type cookery. Vegetables always 
produce “ah’s” and “oh’s” from the au- 
dience, and carrots, beans and cabbages 
are particularly fine. Miss Johnson 
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Beans, onions, carrots, cabbage are all vegetables that show off especially when 
electrically cooked 


turns out a chocolate cake, and at a 
cost of about $3.50 she serves her 
crowd of 8 to 12, gets them close to 
the range and lets them see and ask 
questions to their heart’s content. 

“Of the ranges sold, in the territory, 
some 85 per cent have attended these 
demonstrations,” Hobart E. ‘Brown 
says. “There were eight ranges on the 
line in 1934, 120 in 1935, 249 in 1936 
and approximately 400 in 1937.” 

Right under the noses of the guests 
it is shown that the color, appearance 
and the texture of various dishes are 
superior to those that are flame cooked. 
Sometimes Miss Johnson shows what 
fluctuations in temperatures can do to 
the same dish, and drives home the 
moral about the exactness of electrical 
temperatures in this way, as women 
readily see when anything is under- 
done or burned. 

Not long ago the Tulsa World held 
a newspaper institute and in a checkup 
of 634 women those who owned elec- 
tric ranges declared they liked the 
cleanliness of electric cooking best, and 
next, convenience. 


Hobart E. Brown of Oklahoma 4 


Public Service Company's 
department 


Vice President and Commercial 
Manager C. N. Robinson and Hobart 
E. Brown told Electrical Merchandis- 
ing that these are the ideas of range 
promotion for 1938: 

1. To hold a sales training school in 
January or February. 

2. To offer free installation of a 
range in the salesman’s home or place 
of business. 

3. A bonus to range salesmen in- 
stead of advertising, 

4. Demonstrations to small groups 
and to customers in the home. This 
permits selection of income levels that 
can afford ranges. 

5. On installations, a standard fig- 
ure is set, and special men are picked 
for the job in order to control price. 

In closing this range story one od- 
dity should be noted. Despite the fact 
that air conditioned home owners can 
enjoy a special promotional rate if 
they put in electrical ranges, to date 
only one family has purchased a range 
Naturally, air conditioned home own- 
ers are going to be sold on this fact 


in 1938. 
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ironer excuses herself. Miss Houlehe 
bly— but still isn't looking at the irone 





Dick Powers, 11, dramatizes 
story of how he does his stuff 





— stars, especially those that draw so many 
a 


grand per week, often have in their contracts clauses 
to the effect that they will not have to pose with pets or 


he human eye automatically hops to 


babies. Reason is, t 
shildren or pets, leaving the actress ignored. 
E. M. Stevens, regional manager for Maytag in Kansas 
ity, Mo., is inclined to believe that women’s attention 
almost as automatically swings to men; that women 
prospects prefer to have a man demonstrate an ironer. 
He feels that any woman is convinced that she can do 
better than a man, and if he can get away with it, she can. 
And, he says, if you can get a boy to demonstrate an 
roner, he’s a riot. For the boy not only has the appeal 
of children, of the male sex, but is absolutely sensational 
n the way he can convince women it is easy. Dick 
Powers, 11, son of the Maytag salesman Ed Powers, is 
Mr. Steven’s proof of this. Six months ago Poppa Powers, 
vatching his son draw, thought he might be taught to iron. | . 4 
Since then Dickie has toured five states, packed them in tes : 
at the Oklahoma State Fair. “If a kid can do it, the job 4 Doggoned if Dickie doesn't take off his hat, sit down and do his stuf 5 


, . S lieve the ; > lik 
ust be easy,” say the women. And—here is a one page Somehow women believe that if a boy can make an ironer behave | 


rama, showing how Dickie does his stuff. that, they can 
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in an who demonstrates the “How do you do, ma'am,” says Dickie Powers, 11. “May | demonstrate the 
soulehe: !'7¢5 the minutes profita- ironer?" "You?" replied Miss Houlehan. “You couldn't chin yourself on an 
» iteee ironing board. 
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The second generation: Ed Altorfer, son of the late 
Silas Altorfer, who showed up with Glen H. Frank of ABC. 


The Ohio table numbered Len Canty of Electrical 


Merchandising (center), Frank Elias and L. L. Shawber 
of Westinghouse. 


Here's Ed Hurley of Thor cxplaiving to J. C. Nelson 
of Easy how he's going to sink fo 


ur balls in the 
tenth hole water hazard. 


N. Merritt of Meadows has a chat with John R. Hurley who 
lives a stone's throw from the club. 


It's a grand baby at the home of R. D. Hunt of 
Dexter. Herb Forsberg of Gauder-Paeschke-Frey, 
Milwaukee, is extending the glad right hand. 


Joe Bohnen, association secretary, ran a little draw- 
ing contest. 





The old master Neal Gallagher of Automatic Laundry Queen at 
the water hole, in which so many golf balls were sunk. 


PHOTOS 
by TOM BLACKBURN 
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Bent over the vittles is John Gilchrist of Federal 
Electric; watching him is S. S. Holland of Holland- 


ere's V 
lliance 
Rieger. 


More rathskeller photos: Earl Bridge of Norge and Ray Andrae Ollie Earl of Mullins is the only man present who can make dict 
of Meadows. stand on end. John R. Hurley watches. 
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Plans Laid for 


National Washer- 


John Gilchrist of Federal Electric and Walter K. Voss had to 
stick their noses into the prizes and see what was being offered. 





Ironer Week, 


— 


Oct. 23rd to 29th 







This is the cool gleaming of the golf club's rathskeller. Seated Another second generation member present was Bud Labisky 
are Fred Dechant of American Rolling Mills, Bob Miler of who is shown here with Carl Huff of Bliss & Laughlin, father 
Chamberlain Corp., and Don O'Brien of American Rolling Mill. Art H. Labisky of Barton, and ‘'Judge"’ Bucklin, also of Barton. 
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Here's W. Scott Long, Briggs & Stratton, W. W. Galbreath of Scratchin 
ig contest between Don O'Brien of American Rolling Posters propped up on the bar gave the photographer a ha 
Alliance Porcelain, Del Rizer of Dexter, Carl Decker of American Mills and W. Neal Gallagher, association president. W. W. - pabtalty' man Bill Shaw was slmact Stearfully plooed 
Wringer and "Doc" Boon of Mullins. Galbreath, Alliance Porcelain Enamel, looks on. amid empty bottles as a symbol of inspiration. 


These men found time for talk about vacuum cleaners; they are 
C. G. Franz of Apex, John M. Wicht of GE, and R. J. Simmons 
of Birtman Electric. 


ion golf players: Jack Schuler and Walter Kauffman of Lovell How about a few nice fresh page ads, Red Seaman says to 
Wringer F. W. McGrath of Barton and Jack Schuler of Lovell. 
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Is your business off? What are you do- 
ing about it? Many dealers have found the 
answer by going after farm sales —and have 
found a rich market for power washers, 
and other appliances and equipment. 


All reports indicate good crops everywhere, fair 
prices anticipated, and with Government Benefit Pay- 
ments added, farmers are still assured, for the third 
successive year, a big spendable income. 


Farm paper surveys, just completed, to find out what 
farm women are ready to buy, definitely put power 
washers in first place — one of the first items they 
need, want, and intend to buy, Now — and this Fall. 


There’s the opportunity! Sell Where the Money Is. 
5 out of 6 of those power washer , 
sales will be gasoline power 
models, easzer to sell if they are... 
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BRIGGS & STRATTON} | 








—- 


GASOLINE — 
Farmers know Briggs & Stratton Gasoline Motors — accept them as their RS 
guide when purchasing any small gasoline powered equipment. Over a 


million now in farm use testify to their dependability and economy. 
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Y iriend Ted Enns was the 
guest of Seth Klein, official 
starter at the Indianapolis 


races on Memorial Day. He tells me 
that Jimmy Snyder and Ronny House- 
holder, driving identical cars whose 
cost totalled better than $50,000, blis- 
tered the Speedway oval to take lap 
prizes galore, only to pass out on the 
151st and 153rd lap for identical 
reasons—the failure of a rubber tube 
connection to the super-chargers, a 
part that could be bought almost any- 
where for a dime! 

How often this sort of thing hap- 
pens in a sales race. We prime our- 
selves full of product information, 
dope about the company, train our- 
selves technically in the persuasive 
arts, but as we get near the dotted 
line we flounder because of some small, 
unexpected thing that has been over- 
looked. One of the greatest sales I 
ever lost, and I’ve lost plenty, was 
because I allowed my tail to drag after 
an inexcusable bawling out from a 
sales manager who didn’t know his 
foot from a fracas. We need buoyant 
connections to our sales superchargers 
if we are to grunt out that extra push 
that makes us winners. Some sales 
managers forget that we are, after 
all, emotional as well as rational hu- 
man beings. They dump a lot of rea- 
soning into us, but tear out our hearts 
and then wonder why we aren’t run- 
ning up any bonus for them. 

Before I get to the sales subject of 
issue, let me take space to bawl the 
living daylights out of a few of these 
second lieutenants who believe the way 
to manage a sales organization is to 
kick them in the pants. The majority 
of sales managers are earnest, capable 
men who have the love and respect 
of their selling crews. They know that 
the going isn’t quite as easy as it has 
been in appliance selling. They are 
being goaded by higher-ups. Quotas 
look like the terrain after a Florida 
hurricane. They are nervously edgy. 
But they have the common sense to 
realize that we salesmen perform bet- 
ter under stress, by encouragement and 
inspiration. They don’t boot us all 
over the lot at Monday morning sales 
meetings. They are real sales man- 
agers. But... 

There are also the sales damagers, 
a scrivenly bunch of supervisors who 
believe a cat-o-nine-tails will throw 





"There is Creke Pettibold . . . who loves to visit. He 
went back to one prospect |! times because he liked 
to visit with her..." 
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Give The 


PROSPECT 
A Chance ‘To Buy 





‘There was Gus McCreed . . 


breaking her parlor table by a blow of his fist, as he attempted to woof- 
woof a point home to her .. .” 


. who was sued once by a prospect for 


Too Many Salesmen Get Tangled 
Up In Their Own Selling Routine 


By Gerald E. Stedman 


us into action. After their foul- 
mouthed lacings, we go out on the 
sales field with nothing but bitterness 
and hatred in our hearts. We couldn’t 
be pleasant to a prospect if we wanted 
to because we can’t even be pleasant 
to ourselves. Rather than the inspiring 
thrill of wanting to tell a persuasive 
story to the first prospect we meet, 
we are saying to ourselves, “That 
lousy son of a sea cooky, wait ‘til I 
get him.” Our glands are pouring 
poison, our hearts are stung, our minds 
are confused, and we 
fail in the listless 
presentation we can- 
not help but make. 

Then there is that 
other type that hy- 
phenate their titles 
unconsciously. They 
could be called most 
properly salesman- 
agers. Same letters, 
but they put their 
dash in the wrong 
place. They send us 
out on false leads, 
they tangle us with 
excessive routine, 
they call altogether 
too many senseless 
meetings, they or- 
ganize complicated 


1938 


card files which take half our time to 
keep up to date. They are the pseudo- 
scientific type that want us to be sure 
to dot all the “i’s,” whether time re- 
mains to make a sale or not. They 
are grandmas with a fearsome, polit- 
ical loyalty to their bosses, who are 
afraid to step out of their tracks to 
let us go to town. 

Let’s stay away from joining up 
with the sales damagers and the sales- 
man-agers in July. Let’s determine to 
keep our spirits buoyant and devote 
maximum time to 
seeing the most peo- 
ple and telling the 
best appliance sales 
story, in the most 
persuasive way. Peo- 
ple have more front- 
porch talking time in 
July. It is too hot to 
go downtown. It is 
too sticky to work in 
the house. But in the 
cool of the porch, 
where they don’t 
have to move around 
and catch prickly 
heat, prospects can 
be found who enjoy 
“chinning” more 
than at anytime of 
the year. Give them 





a sales story on the front or back 
porch. You'll find ’em there. Only 
10 per cent’ of families are away on 
vacation during any two weeks of 
the summer season. Don’t let down. 
Get a cool suit, a shirt designed to 
abserb plenty of perspiration and hike 
outward . . . because, if you tell the 
electrical appliance story right, this is 
the season when prospects will most 


appreciate it. Think of the benefits 
of the electric range in lowering 
kitchen temperature; the allure of 


frozen desserts, tinkling ice cubes, the 
tastiness of unspoiled foods. Some of 
the best salesmen I know throughout 
the country make their biggest rec- 
ords during July and August. So can 
you and I! And your opportunities 
have swelled because many have held 
off buying in the uncertain economic 
conditions of the early months of this 
year. But when the thermometer 
creeps upward, the need for comfort 
and convenience will be brought home 
forcibly—their resistance wilts in high 
temperatures and your closing chance 
ratio increases. The stock market has 
never been able to beat a thermometer. 

Among the 5,000 odd salesmen who 
are my friends, there are three who 
symbolize a practical point I shall at- 
tempt to make concerning July appli- 
ance selling. 

(1) There is Duke Fisher who 
works for a dealer, who represents a 
distributor who spends four-fifths of 
his time damning the administration. 
He could spend that time in useful 
dealer cooperation but, he prefers to 
innoculate the merchant with the 
“virus Democratus” to the point where 
the latter has begun to believe that 
way. Duke catches the drivel to the 
point where he believes all negative 
headlines and says, “Whathahell is the 
use.” He has cold sweats at night, 
but no warm sweats during the day 
in the pursuit of a buying action. 

(2) There is Creke Pettibold, a 
home spun chap who loves to visit 
with no regard to time. Even when a 
buying action is staring him in the 
face, he rambles on with the prospect 
among death notices, mutual friends 
they have known, what is happening 
to the younger generation. He can 
talk the arm off a Chippendale chair. 
He went back to one prospect 11 times 
just because he liked to visit with her. 
(Please turn to page 33) 


"Duke Fisher works for a dealer who represents a dis- 
tributor who spends four-fifths of his time damning the 
administration." 
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” 
S. NCE 1932 when we started with G-E, we have 
sold more than 6500 major appliances—and made 
money. Our business has increased steadily, and 
last year it was triple the volume of our first year. 


“We couldn't have done this fine job without the 
G-E full line. Our customers like their G-E products 
and come back for more. 
These repeat sales are the 
backbone of our business. 


‘*We couldn't have done it 
without G-E sales training. 
We were engineers and con- 
tractors specializing in 
marbleand tile installations 
and we knew nothing about 
specialty selling or the mer- 
chandising of electric ap- 





Mr. Don Schmitt's beau- 
tiful home built entirely 
from imported Italian 
marble. 





"I'VE 


AVERAGED 





A YEAR SINCE 


pliances. The sales training offered by G-E both in 
the field and at the various G-E plants, and the fine 
sales promotion material and merchandising plans 
developed by General Electric, have helped make 
our record possible. 


‘We couldn't have done it without the G-E repu- 
tation for making fine products. Our prospects 
expect real value from G-E and our customers are 
satisfied that they get it. With G-E appliances 
priced on the nose we have a rea] advantage over 
competition. Another advantage we have in han- 
dling good products is low service costs. With over 
6500 major appliances in use our service costs are 
averaging only 1.6%! 

‘With G-E constantly pioneering new products, and 


with this backlog of satisfied G-E users, we feel sure 
that we have a profitable stake in the future."’ 


DON SCHMITT, Presidenr 
Stark Marble (© Tile Co., Canton, Ohio 
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says Don Schmitt, Canton, Ohio 
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G-E major appliances on display in the Stark Marble and Tile Company showroom. 
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Co-operative Advertising 
Sells Artic Ventilation 


by WALTER SCOTT 


Ss ALES of attic ventilation equip- 
xJ ment in the 55 counties served by 
the Arkansas Power and Light Com- 
pany this year is running far ahead of 
ast year, largely because of the new 
advertising program worked out by 
the utility. 

From every section of the power 
ompany’s territory reports are com- 
ng in to indicate that a record break- 
ng use of attic ventilation may be 
expected this year, 
Manager P. C. 


General Sales 
Tucker asserts. 

“Our new co-operative advertising 
plan should receive a major portion 
of the credit for this increase,” he 
says, displaying numerous newspapers 
containing tie-in advertising spreads 
m attic tans. 

Taking the lead in the plan, the 
power company’s advertising depart- 
ment prepared a series of large ads 
stressing the economy, comfort and 
convenience of attic ventilation. No 
brands were named in the advertise- 
ments. Simply attic ventilation was 
sold. The slogan, “Buy Appliances 
From Your Local Dealer” was carried 
uit throughout the plan, 

Proofs of these advertisements were 
sent to newspapers weeks in advance 
of their release dates. With each set 
of proofs went a letter from A. G. 
Whidden, advertising manager of the 
utility. his letter was carefully 
planned, and much of the response 
received to the co-operative adver- 
tising appeal can be attributed to the 
letter. 

More than one publisher has re- 
ported that immediately on reading 
the first sentence in the letter, he 
began to get busy. The letter read: 

“Mr. Publisher: 

“Are you overlooking an oppor- 
tunity to increase your advertising 
ineager 

“Many dealers in electrical appli- 
ances and equipment have advised us 
that they would like to tie in with our 
advertising, and would do so if they 
knew when our 
to run. 

“Under our plan of advertising, we 
endeavor to sell the benefits of elec- 
trical equipment, without use of any 
brand name. 

“This gives dealers the opportunity 
to tie in and sell the refrigerator, the 
range, the ventilating fan, or other 
equipment. 

“You are receiving our schedule in 


advertisements were 
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time to solicit electrical dealers for 
tie in advertisements, and we believe 
you can obtain additional business if 
you will contact your local dealers.” 

Given this head-start, the publishers 
got their ad solicitors to work, and 
when time came for the Arkansas 
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ATTIC VENTILATORS 
and UNIT AIR CONDITIONERS 
The World's Best! 
Good Territory Available 
For Arkansas Dealers 
Write, Wire or Telephone 
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Cool your remy 
with attic ventilation 
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Brookline ATTIC 
VENTILATORS 


Attic ventilation secures 
& const at gentle move- 
ment of clean, fresh air 
through the home, insur- 
ing comfort in the hottest 
weather. 














Efficient! 
Easily Installed! 
Economical Ventilator 

Spocificati 


Dealers: °° 6.2 aaa 
Arkansas ElectrieCo 


Tel. 4.0966 
Lirtle Rock. Arkonsas 





Stop tossing on a red-hot bed! 
Enjoy pleasant sleep every night! 


Attic System of 
Home Ventilation 


will make your home cool and comfortable 
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Attic ventilation tie-in page sold by the Arkansas Gazette, using the 
Arkansas Power and Light Company's general advertisement as the basis. 


Power and Light Company advertise- 
ment to appear, in most instances the 
dealers had accompanying ads on the 
page stressing particular brands of 
merchandise, and prices. 

Because of this tie-in of advertise- 
ments, it has been possible for the 
newspapers to devote their own space 
on the page to reading matter explain- 
ing attic ventilation in the layman’s 
language. 

Through these two mediums—the 
ads and reading matter—the terri- 
tory served by the Arkansas Power 
and Light Company has been made 
ultra-attic ventilation conscious. This 
consciousness has become particularly 
noticeable in the increased sales of 
equipment, together with the increase 
in the number of firms handling attic 
ventilation equipment. 

Under its new revolutionary dealer- 
utility co-ordinated sales program, 
the Arkansas Power and Light Com- 
pany sales engineers are rendering 
extra service to dealers in assisting 


them figure out installations. Many 
prospects sold were obtained from 
dealers from the recent survey com- 
piled by the utility and supplied all 
dealers gratis, showing just what 
kind of equipment each electrical 
customer owns. 

A feature of the new plan includes 
monthly reports from all dealers on 
the appliances sold. A summary of 
these reports reveals attic ventilation 
sales to June 1 far ahead of last year, 
despite the fact that the weather up 
to this time had not been as hot as 
it was at the same date last year. 
One dealer who sold only three car- 
loads of attic fans during all of 1937, 
has sold more than six cars already 
this year. 

“This new co-operative advertising 
plan is achieving just the results that 
we had hoped to achieve this year,” 
Sales Manager Tucker says. “We 
have no intention of letting up on our 
campaign. The hotter the weather 
gets, the more we will promote attic 
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ventilation in our advertising. We 
have brought to the attention of hun- 
dreds of people the simplicity of in- 
stallation, the economy of operation 
and the great comfort of attic ven- 
tilation, laying a ground work not 
only for immediate sales, but for fu- 
ture sales. We have caused many 
people who are contemplating build- 
ing to stop and consider the inclusion 
of attic ventilation in their plans. We 
have caused others thinking about re- 
modeling to include a fan for their 
attic in their new plans. 

“This type of promotion and ad- 
vertising has done much to aid the 
individual dealers to get their products 
into homes, business houses, and else- 
where. By joining our efforts with 
those of the dealers, we have been 
able to get across our message on 
attic ventilation in a much more 
forceful manner than would have 
been possible by either the power 
company or the dealer undertaking 
it single handed.” 
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All distinctive fea- 
tures are covered 
patents, issued or 
pending. 


£ 


NANO// 


OIL-FIRED 


HEATERS 


AND A SELECTIVE S&@ing Plan THAT CLICKS 





FOUR BEAUTIFUL MODELS 
Popular low- boy type, ultra - styled. 
Ideal for fireplace installation. Ca- 
pacities to heat a single room or a 4 
or 5-room cottage or apartment. 


1 Ay 
AV, Ox 


DUO-TANDEM FANS 
These revolutionary type fans move 
air in unusually large volume. By 
making less fuel do more work these 


fans result in remarkable fuel savings. 


A Complete Line of Oil-Fired Heating Equipment to Tie in Es 


Fr pnnetaping new oil-fired heater” 
is the way we described the Evanoil 
in a recent announcement that stirred dealers’ 
interest from coast to coast. 


And no wonder! For in Evanoil they found 
amazing new features—a revolutionary heater 
ahead of the field—an unequalled opportunity 
for volume sales! 


Think of it! Now a small, low-priced self- 
contained unit that offers the same forced air 
features that have sold the public on modern 
air-conditioning heating plants! The first cir- 
culating heater with FORCED WARM AIR 
AT FLOOR LEVEL! 


demonstrate to prospects to clinch sales! 


Features you can 


What Evanoil Does 


Delivers its heat along the floor and forces it 
into far away corners. Pulls wasted heat 
down from the ceiling and puts it to work in 
Recirculates the air in an 
ordinary size room every 6 to 7 


the Living Zone. 


minutes. 


Heats, recirculates, humidifies—just like 
costly modern heating plants. And in summer 
the Evan- 
oil is a unique and practical COOLING air- 
circulating unit. 


with fire off and fans operating 


Equipped with the safest, simplest, most 
efficient method of oil-firing known — with 


fingertip control of hich and low fire. 
ie) I c 


Selective Selling—Sure Volume 


Evanoil offers you a selling plan that clicks 

a definite, workable plan for selecting ready- 
to-buy prospects from the tremendous cir- 
culating heater market all around you. An 
appliance sales plan for building real volume 
this fall with the sensational new Evanoil. 
Mail the coupon for FREE BOOK and com- 


plete information. 





NOTE—Exclusive Franchise Granted to Evanoil Dis- 
tributors. Your Territory May Still Be Open. 
Write Us For Full Information. 





MAIL COUPON TODAY! 


be 7) C4 


With America's Huge Home Building and Modernizing Program 
EVANOIL AUTOMATIC 


Evanoil Division of Evans Products Co. 1X. *) / 
Dept. 30 Detroit, Mich. 
Send at once your free book on Evanoil 















EVANOIL Automatic Stor- 





age Type WATER HEATER, AIR-CONDITIONING Heaters and details of your ei 
A je, compact, oil-fired | Dealer franchi 
share for volume sales, Three compact, efficient, oil- I (0 Distributor franchise. 


fired units, bringing Air-Con- 





_ Equipped with 7-inch Breese 








x _ditioning te a new high level» Name 
Burner. Offers easy installa- of efficiency — at prices re- | 
: tion and low-cost operation,  hackably. lowt OilAued® or Address. 
f Many big selling points. gas-fired models. " ‘City 
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Here’s a Sales Financing Service 


that Builds Good Wl for You! 


5 en FAVORABLE IMPRESSION that millions of retail 
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purchasers have of C. I.T. is one of the important 
benefits C.1.T. has to offer you. Here is a fund of good 
will built up over the years...a fund that is constantly 
growing as hundreds of thousands of additional pur- 
chasers make use of it each year. 


80% buy “on time” 


It is generally agreed that at least 80% of major house- 
hold appliances are acquired through the budget plan. 
This big percentage indicates how important it is that 
you use the nationally-known, friendly sales financing 
service offered by C.1.T. The fund of good will bat ty 
has built up can mean much to you— it is an aid in 
closing the sale. When you're talking “how to pay” 


with a customer, a mention of the C.1.T. Budget Plan 
may be the deciding factor. 


There are a number of other advantages C.1.T. has 
to offer: 
—Ample funds for all requirements. 
—Tactful, on-the-spot credit investigation. 
—Immediate purchase of acceptable paper by local 
office near you. 
—FEfficient, friendly collection service. 


—C.LT. service is local in application, national in scope, 
not subject to local or regional economic disturbances. 


When you finance through C.L.T., both you and your 


customer benefit. 


C.I.T. is the world’s largest independent sales financing institution, established in 1908, and servicing dealers and 
purchasers everywhere through 182 local branch offices. Each branch is a self-contained, fully-functioning unit. 
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SELL Appliance Use 


Nol 
Kilowatt-Hours 


E have a business that is 
already producing a_ sub- 
stantial revenue. And we 


have existing customers in ample 
number who have not yet been sold 
the merits of the service we have to 
offer. The future we face is replete 
with opportunity. But, we must plan 
for it if we are to profit by the op- 
portunities it presents. 

During three of the last four sum- 
mers I have visited the principal 
countries of Europe. The thing that 
amazed me most in visiting the homes 
of the workers, especially in England 
and the Scandinavian countries, was 
to find them so appreciative of the 
service they are getting and their be- 
lief that the costs are reasonable. In 
fact, it is not uncommon to have peo- 
ple say, “Electricity is very cheap in 
my country but in the United States 
it is high, I am told.” As a matter 
of fact, you know and I know, that on 
a comparable basis, in terms of wages 
earned, electricity is cheaper in the 
United States than in other countries 
of the world. Yet, we have not been 
able to make our people believe that. 
I wonder why? Have we been too 
busy with our research and operating 
and financial problems to devote suf- 
ficient time to the job of selling our 
customers the use of electricity and 
the great value they receive for their 
dollars? Or, are we too smug in our 
belief that a continued lowering of 
rates is the whole answer to satisfied 
customer relations? Have we perhaps 
not been too prone to pat ourselves 
on the back when we made a million 
dollar rate reduction, when, as a mat- 
ter of fact, the saving to the average 
residential customer was seldom more 
than just a few cents per month? 
Have we not remembered our benefi- 
cence long after the customer has for- 
gotten there even was a rate reduc- 
tion? We have sold them gadgets by 
the million and then all they get is a 
bill once a month which they think is 
too high. We sell them appliances 
and bill them for kilowatt hours. And 
there is no relation between the two. 
That is where the trouble lies. 

Some day the industry must wake 
up to the fact that so long as we bill 
kilowatt hours, we must sell the serv- 
ice these kilowatt hours represent. If 
we are going to build for the future 
in residential sales right, there is 
where we are going to have to mend 
our ways. 

In the Industrial Division, we, as 
power men, had to sell the use of elec- 
tricity. Then we provided the motors 
to do the conversion act. Today, our 
power men are continuing to promote 
the use of electric power. Few, if any, 
of our companies are attempting to 





Excerpts from a talk at the Edison Electric 
Institute Convention, June 6-9, Atlantic 
City, N. J. 
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promote the sale of electric motors as 
such. 

Should we not have more “power” 
salesmen for the home? For the fu- 
ture, shouldn’t we think more of sell- 
ing the service as we sold the power 
idea in the factory? Certainly, our 
customers must have more spigots if 
they are to drink of this great foun- 
tain of energy which can be made so 
much a part of their everyday lives. 
But we can’t sell those spigots as 
such. We must sell the convenience 
and the use and the economy of them. 

And, I maintain, Gentlemen, that 
ours is the responsibility of promoting 
the use of those spigots just to hold 
our own in this business. That is 
aside from any consideration of in- 
creasing our load because there is a 
grim spectre we have to face called 
Load Mortality. Strangely enough, 
he is not a ghost that haunts us be- 
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cause our customers are dying but be- 
cause our business is a growing, liv- 
ing, virile thing producing more and 
more efficient appliances every day. 
Research and development in manu- 
facturing processes contribute a pro- 
gressive loss in load for us unless we 
capitalize on the very factors that pro- 
duce that loss and go out and sell 
more vigorously and more efficiently 
to offset it. I don’t know how I can 
bring that point home to you more 
effectively than to quote from a recent 
article on Load Mortality by C. E. 
Greenwood, Commercial Director of 
EEI, in which he said, 

“Looking backward there is not 
better example of the bearing of re- 
search and efficient production on this 
load loss problem than the incandes- 
cent lamp. Progressively, the wattage 
per unit of candle power has been de- 
creasing. A 32-candle power lamp of 
twenty years ago used 60 watts. Con- 
sumers are getting that equivalent in 
illumination today at 20 watts or 60 
per cent less. 

“At the present time we have a new 
type, more efficient motor on the elec- 
tric refrigerator. In 1933 the energy 
output of the household type was ap- 
proximately 600 kilowatt hours per 
year. An equivalent service is given 
the electric consumer now at approx- 
imately 360 kilowatt hours, or, 40% 
less than five years ago. The modern 
electric range does a more efficient 
cooking job, and whether sold as a 
new service, or as a replacement, our 
former estimates of energy output 
through it must be revised downward 
from 15% to 20%. 

“The job of replacement will go on 
through the entire list of equipment. 
Some of the old apparatus in serving 
well, even to the reconditioned wash- 
ing machines, vacuum cleaners, and 
other devices. But thousands go to 
the junk pile each year, every one of 
which must be replaced by vigorous 


“selling.” 


So you see that, just to hold our 
own, with the customers we now have 
and the appliances they now have, we 
must do a vigorous job of promoting 


the use of new spigots to provide for 
a steady flow of juice. Therefore, our 
problem of building for the future 
becomes even more difficult. And 
what is the answer ? 

I find it, Gentlemen, I believe, in 
an analysis of the bills of a wide 
variety of customers. You will not 
find it in balance sheets or in profit 
and loss statements or in graphs 
showing gains in revenue or output 
or numbers of customers. You will 
find it in spread curves showing the 
consumption per customer in each 
bracket from 20 kilowatt hours per 
month up. When you find, as I am 
sure you do, that over 70% of your 
customers use less than 50 kilowatt 
hours per month, the answer becomes 
apparent. You have a lot of unsold 
customers that should be sold more. 
And there lies the real opportunity 
for building for the future in resi- 
dential sales. 

Just how you are going to do it in 
your own locality will vary from the 
way others will accomplish results. 
You can probably point to the fact that 
that same 70% embraces the 70% 
with incomes of less than $1,500 per 
year. But if you do, I will also point 
to the fact that it includes most of 
the 70% that own automobiles and 
radios. The point is that they are 
sold on the use of automobiles and 
they ‘are not sold on the use of the 
excellent, valuable, indispensable serv- 
ice we have to offer them. They think 
they can get along without it. Actu- 
ally, in many instances they could do 
themselves more good through the 
benefits of electric service in addi- 
tional health and comfort in the home 
than they can by the supposed econo- 
mies they attempt to effect by doing 
without it. We, I believe, must in- 
clude in our plans for the future some 
means of bringing home, particularly 
to the low income customer, the rela- 
tive value of additional electric serv- 
ice for his family whether it be extra 
lighting facilities, a washing machine, 
or just a new electric clock. 

Our customers vary greatly in pur- 
chasing power. Spigots should vary 
greatly in style but be of good quality 
to serve best the customer and the 
utility alike. For example, a spigot 
can be made of silver or of galvan- 
ized iron or of cast iron, at varying 
degrees of cost, but all be quality ap- 
pliances rendering good service. We 
should urge more utility and manu- 
facture research for ways and means 
to bring our service within reach of 
that large low income group. 

There are something like 22 million 
wired homes in this country today. 
70% of these make a total of approx- 
imately 15 million. These average a 
use of less than 50 kilowatt hours per 
month. As a matter of fact, the aver- 
age for this 15 million is probably 

(Please turn to page 41) 
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CORDITIS~ why 


Some Promises of Service 


are BROKEN 


If you stand behind the ap- 
pliances you sell... if you 
want to be a responsible 
dealer in the eyes of your 
customers... don’t risk your 
guarantee of service on prod- 
ucts equipped with old 
fashioned electrical cords. 
They might let you down. 
They might break your 
promises for you. The best 
appliance is no better than 
its cord. 


YOUR CUSTOMERS 
KNOW ABOUT 
CORDITIS 


Consistent advertising in 
Saturday Evening Post, Good 
Housekeeping, and Time 
explains the dangers of this 


*CORDITUS — a dangerous 


disease of electrical cords; the symptoms 
ave frayed wire and broken plugs. It 
causes severe mental irritation and vio- 
lent nervous disorders among electrical 


appliance users. 
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Appliance Cord Sets approved by Good 
Housekeeping Institute, listed as standard 
y Underwriters’ Laboratories, Inc., and 
certified by Electrical Testing Laboratories. 


disease to appliance custom- 
ers everywhere. For over 
eleven years Belden adver- 
tising has been promoting 
the use of safe electrical cords. 


Millions of Belden Corditis- 
free Cords are used annually. 
Customers recognize the 
value of safe Belden Elec- 
trical Cords. The demand 
for them is growing. Millions 
more are used every year. 


DEALERS EVERYWHERE 
are recognizing this demand. 
They are specifying Belden 
Cords on the merchandise 
they sell. And modern man- 
ufacturers are glad to co- 
operate ... to cut Corditis 
out of your sales picture . . . 
to help you sell more ap- 
pliances and keep your 
promise of service to your 
customers. Specify Belden. 


Belden Manufacturing Co. 
4663 W. Van Buren St., 
Chicago, III. 





ADVERTISED 
in The Saturday Evening Post, 
Good Housekeeping, Time. 


ELECTRICAL CORDS 
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A few of the prize-winning designs 


LANS for the marketing of the 
prize-winning designs in the recent 
Lamp Design Contest held under the 
joint auspices of the American Insti- 
tute of Architects, American Institute 


|of Decorators, and Illuminating En- 


| 
| 
| 
| 
| 


ithe Electrical 


gineering Society, and sponsored by 
the professional journal “Interior De- 
sign and Decoration,” were announced 
today by Preston S. Millar, president 


| of the Electrical Testing Laboratories. 


The winning designs, according to 
Testing Laboratories, 
whose property they became at the 
conclusion of the Contest, in accord- 
ance with provisions of the Competi- 
tion Program, have been released to 
certified manufacturers of I.E.S. Spe- 
cification Lamps in good standing as 
of June 15. Already, eighteen of these 
manufacturers have signed up to par- 
ticipate in the activity, Mr. Millar 
revealed. Present plans, he said, call 
for the exhibition of manufacturers’ 
samples at the forthcoming lamp shows 
in Chicago, July 5-16, and New York, 
July 18-22. 

The lamps will be identified as “Blue 
Ribbon Lamps,” in keeping with their 
prize-winning character. An editorial 
presentation in color of a number of 
the Blue Ribbon designs will be fea- 
tured in the September issue of “Better 
Homes and Gardens,” popular home 
magazine, which in that issue (out 
August 20) will appear in a new, 
deluxe format, and will have a net 
paid circulation of 1,653,881. 

A comprehensive national advertis- 
ing and promotion program for the 
Blue Ribbon Lamps is already in prep- 





aration, Mr. Millar announced. This 
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program, to be known as the “Blue 
Ribbon Plan,” will be financed in part 
by the sale of Blue Ribbon Certifica- 
tion Tags which will be featured in 
advertising and attached to all lamps 
offered for sale—and partly by the 
Mazda lamp manufacturers. The use 
of these tags, Mr. Millar pointed out, 
will be confined to those lamps that 
meet the rigid test specifications of the 
I.E.S., as well as the strict design re- 
quirements of the Blue Ribbon Plan. 

Keen optimism on the part of the 
co-operating interests attaches to every 
phase of the Blue Ribbon Plan, Mr. 
Millar disclosed. This is to be ex- 
pected, he said, in view of the fact that 
for the first time in the history of the 
lighting industry, a line of portable 
lamps that meet the rigid engineering 
specifications of the Illuminating En- 
gineering Society while, at the same 
time, embodying aesthetic design prin- 
ciples advanced under the auspices of 
the American Institute of Architects 
and the American Institute of Decora- 
tors, will be available to the public in 
popular price ranges. 

“Although no predictions are being 
made at present,” Mr. Millar said, “it 
may be reasonably anticipated, in view 
of the outstanding success achieved by 
the I.E.S. Specification Lamps, that 
millions of the new Blue Ribbon Lamps 
will ultimately find their way into 
the homes of a public that is becoming 
increasingly sold on the idea of Bet- 
ter Light—Better Sight, and will now 
be able to obtain portable lamps in a 
variety of the most efficient and attrac- 
tive forms that the industry has ever 
offered.” 
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cn CROSLEY RADIO PLANS 
part 
fica- 
din for 1939 EXCITE INDUSTRY 
a The “Vanity”, a Crosley push- 
Bes button radio at $9.99 is already 
or proving a startling sales maker, as 
that indicated in dealers orders and re- 
f the orders and the rush at the factory. 
an, Accurate tuning—both push but- Magnificent! This will be your comment when you 
-~ ton and knob; beautiful brown hook up this newly designed radio for trial—when 
very moulded cabinet—excellent tone. you find the positive clear cut action of the push 
Mr. button tuning—when you explore the easy tuning of 
eX The “Vanity de the knob control—when you hear the fine tone so free 
Apres Luxe” in old ivory from distortion—when you discover the amazing true 
ho plaskon moulded volume the set delivers. We had a sensation in the 
ering cabinet — 4 work- “FIVER” at this price. We present a SMASH HIT 
; En- ing tubes including in this “SIXER” AC Superheterodyne broadcast 
same beam power tube and shortwave—5” dynamic speaker in a moulded 
siege is another “best cabinet of great beauty and acoustic excellence. 
eS ot ~ o> > ie € “ ° ° . . y 
itects seller” at $12.99. Prices slightly higher in South and West. 
‘cora- 
bei | The Crosley Radio Corporation, 
a ot Cincinnati, Ohio. 
Z 5 o eye . ° 
ae Don t Wait! Act Now! Be early to show , I am mailing this coupon as the quickest oe to see— 
pte to hear — and to know the new “SIXER™. Please 
’ . 

Rows and you Il be first to sell. Send us the coupon. | have the distributor’s salesman call on me PRONTO! 
—— ° ° . . E M—7-38 
on Be first with this sure profit maker of 1939. { 
oe ' EN Ae ete een PO ee IAS EIT ED 
 Bet- 
1 now 
sina § PN sk ee Be iree ceotain etarneeedene elena ebdedleaas 
wc | THE CROSLEY RADIO CORPORATION , 
eee POWEL CROSLEY, Jr., President CINCINNATI sina comieeitieet prensa ts rotates 

Home of “the Nation’s Station" —WLW—70 on your dial | 
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PRESENTED BY STANDARD, 
THE OLDEST EXCLUSIVE MAN- | R 
UFACTURER OF ELECTRIC | T 
RANGES, WITH OVER 200,000 | . 
USERS ; 


EVERY WOMAN WILL WANT TO KNOW ABOUT | 


“Free Cooking ‘ m: 

fi 
A proven feature which Standard will empha- = 
size in its advertising and selling. ha 
ch 
DEALERS EVERYWHERE WILL CASH IN ON OUR | & 
“Free Cooking” SALES PLAN me 
A Standard feature with sensational sales possi- > 
bilities. When explained to your community, it uti 
will create a buying wave never before known om 
in electric range selling. : 


ELECTRIC UTILITIES WILL WELCOME a 
“Gree Cashing” AN 


A new plan that will banish the bugaboo that 

remains in the minds of some women that elec- On 
tric cooking is costly. An opportunity to render 
a real public service by bringing to women 
everywhere the convenience, cleanliness and on 
economy of electric cooking. 
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STANDARD PROPOSES TO POINT OUT THE 
REAL ECONOMY OF ELECTRIC COOKING UNDER 





THE SENSATIONAL SLOGAN “4ree Cooking” 


AN ADVANCED PLAN BACKED BY 
SOUND SELLING FEATURES 


1. A line that has always pioneered 
and is now further improved and re- 
fined...composed of six Standard mod- 
els designed to serve 98% of the range 
market which puts Standard ahead in 
future sales opportunities. 


2. A sales organization enlarged to 
handle increasing sales volume...mer- 
chandising plans extended to support 
that progress. 


3. The oldest exclusive electric range 
manufacturer offers new advertising 
and selling ideas, with greater service 
to distributors, dealers and electric 
utilities—all with one end in view—to 
extend electric range service to more 
homes—to build revenues for the util- 
ity—and to produce greater sales and 
profits for the distributor, dealer and 
manufacturer. 


AN ELECTRIC RANGE WHICH HAS 
STOOD THE TEST OF TIME 


Over 200,000 users of Standard elec- 
tric ranges pay tribute to perfect 
performance through 25 years of 
service. The goodwill of these custom- 
ers, successfully served, will lead the 
way to future sales. 


Copyright 1938 Standard Electric Manufacturing Corporation 


“Gree Cooking”... MESSAGE THAT WILL 


APPEAL T0 


Told through consumer advertising, 
broadcast in direct mail literature, dis- 
cussed in cooking schools and repeated 
by thousands of salesmen selling Standard 
ranges, this message will multiply consum- 
er interest in Standard electric ranges. 
Backing that public interest is a line of 
ranges engineered to highest approved 
standards. Beautifully designed to meet 
modern consumer requirements with eye 


SEND 
COUPON 
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MILLIONS 


appeal unexcelled by others, every Stand- 
ard model is equipped with the approved 
Chromalox surface heating unit. There is 
a Standard model, competitively priced, 
to meet every home cooking need. To 
reach the hotel and restaurant market, 
Standard manufactures a full line of 
commercial units. 


With an augmented executive and sales 
personnel and increased manufacturing 
facilities, Standard welcomes the oppor- 
tunity to serve the energetic and live 
distributor and dealer. 
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It’s good looking, 
but how do | know 
that it will give 
good service? 
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A Convincing Argument 


HE General Electric motor shown is for operating a domestic 
refrigerator. Let’s take it apart and find out why it gives 
service that makes satisfied customers. 


Begin with the automatic-belt-tightener base—a G-E development. 
It automatically maintains just enough belt tension to prevent 
slipping. As a result, belt and bearing life is prolonged, and the 
compressor-shaft packing is subjected to less strain. Now check 
the bearings—-they have extra-large oil-storage capacity and re- 


quire oiling but once a year. 





Consider next the parts that determine the motor life—the rotor, 
stator, and starting mechanism. 


The cast-aluminum rotor is indestructible—it cannot become open- 
circuited or burn out. How long will it last? That’s like asking the life 


of a fan blade, for this rotor has no wearing parts. 


General Electric’s method of stator construction was’proved in actual 
field service on hundreds of motors before it was finally adopted — the 
real test of its correctness. 


Starting switches have performed in life tests more than a million 
operations 


r 


a service life of twenty-five years on a refrigerator. 


t 


Piliog No, 8260 
if 
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| like my refrigerator — it’s s (e® 
economical and has never os 
given any trouble. ac 
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bought from Church's 
@ —l'li go there for my 
=> washer. j 








Service That Makes Sales 


General Electric also has motors for other appliances, such as washers, 
ironers, oil burners, and stokers, and all meet the performance stand- 
ards of the devices in which they are incorporated. Whenever an im- 
provement in appliance design makes existing motors inadequate, G-E 
engineers build a new motor that is adequate. You can be sure that 
G-E motors on your appliances will do their part to please your 
customers. General Electric Company, Schenectady, New York. 
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Electrical Merchandising Review of the Month 
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C. E. Wilson, G-E executive vice 
president, looks pleased as he cuts 
60-lb. cake at [0th anniversary of 
Athenaeum Club, Schenectady. 





WASHER WEEK DIS- 
PLAYS READY IN 
SEPTEMBER 


CHICAGO, ILL.—Literature for 
washer and ironer week, October 23 to 
29, will be available to dealers early in 
September, members of the American 
Washer and Ironer Manufacturers Asso- 
ciation decided at their June 15 Wheaton, 
Ill., meeting. 

A special committee has been appointed 
which will get in contact with utilities and 
electrical leagues for the purpose of en- 
listing their support and co-operation. 
Chairman is John M. Wicht of General 
Electric Co., and other members are Orr 
Crites of Hurley Machine Co. Glen 
Franks of Altorfer Brothers Co., and L. 
L. Shawber of Westinghouse Electric & 
Mfg. Co. 

The first annual National Ironer and 
Washer show will be inaugurated in Jan- 
uary in Chicago at the Stevens Hotel, in 
co-operation with the National House 
Furnishing Show. However, Secretary 
Joe Bohnen points out, members will limit 
their exhibits during the market season to 
wherever they have space—be it the Fur- 
niture Mart, the Merchandise Mart of the 
National House Furnishing Show. Washer 
and ironer manufacturers expect to invite 
in distributors and dealers to attend the 
market, which annually attracts thousands 
of buyers. 

Name of the association at this meeting 
was broadened to the American Washer 
and Ironer Manufacturers’ Association 
Affiliate memberships have been opened to 
include any parties selling washers and 
ironers. 





NEMA IRON MANUFAC- 
TURERS ORGANIZE 
GROUP 


NEW YORK—B. A. Graham, vice presi- 
dent of the Chicago Flexible Shaft Com- 
pany, has been elected chairman of the 
newly-formed Electric Iron Group of 
NEMA. 

Although the iron saturation is esti- 
mated to be around 93%, the industry 
sold something over 4,000,000 irons last 
year. This group, all of whom manu- 
facture automatic irons, noted the decided 
upward swing in the sale of automatics 
in the last few years in comparison with 
the downward trend of non-automatic 
irons. 

Represented in this newly-formed group 
are the following companies, who are 
estimated to do somewhere between 65% 
and 70% of the total iron business of the 
country: American Electrical Heater 
Company, Chicago Flexible Shaft Com- 
pany, General Electric Company, Knapp- 
Monarch Company, Manning Bowman & 
Company, Protor Electric Company, 
Samson-United Corporation, Westing- 
house Elec. & Mfg. Co. 

Planned promotions to increase the sale 
of lighter weight automatic irons will 
probably be taken up as a group activity 
at a later date. 











A new safety wringer hits the mar- 
ket: W. K. Voss, general manager of 
Voss Bros. Mfg. Co.; N. L.. Etter, 
president, Chamberlain Corp.; and 
Carl Decker, secretary of Chamber- 
lain, look over new design, created 
by Voss and built by the Chamber- 
lain Co. 
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Thomas W. Behan is back 
in the washer business . .. 


BINGHAMTON, N. Y.—Thomas W. 
Behan has recently announced his reen- 
trance into the field of manufacturing and 
merchandising washing machines. The 
new company is known as the “Bingham- 
ton Washing Machine Corporation” and 
is located in Binghamton, New York. 

The product will be trade marked 
“Twentieth Century”. A complete line 
of five wringer models have been an- 
nounced, ranging from $39.95 to $99.95. 

The sales director of the company is 
Fred G. Carson, who was formerly vice- 
president in charge of sales of the Colo- 
nial Radio Corporation of Buffalo. 

Mr. Behan has been prominent in the 
washing machine industry since 1919 as 
factory manager, general manager and 
president of the Nineteen Hundred 
Washer Company. His contributions to 
the industry were recognized by the 
American Washing Machine Manufac- 
turers’ Association which he served for 
several years as president and as chair- 
man of the executive committee. 

Mr. Behan, in his statement said, “We 
are ideally organized and ideally located 
to produce, and to market, a line of wash- 
ers second to none in the industry. We 
have here in Binghamton, engineering and 
mechanical talents—men who have had 
many years of experience in designing 
and manufacturing washing machines. We 
have an experienced, happy, and com- 
netitive labor market. Our factory in 
Binghamton is an up-to-date, finely con- 
structed building of 73,000 sq.ft. All the 
equipment necessary to the production of 
machines, at the lowest possible cost, has 
been, over a period of the last year, in- 
stalled and thoroughly tested. Hundreds 
of washing machines, have been produced 
in our testing operations, and we can 
assure the trade that our product is 
now ready for the consumers’ homes. 

“Our merchandising plans and policies 
have been conceived to meet the mer- 
chants’ requirements of the present day. 
We have already entered some of the 
largest eastern markets, and our sales 








BINGHAMTON WASHING MACHINE 
CORP. FORMED UNDER BEHAN 


"Twentieth Century’ Washer to be Marketed 





Fred G. Carson will direct 


sales of 20th 
washers . . 


Century 


director, Mr. Carson, will be leaving 
within a few days for an extended trip 
through the country to contact his sales 
representatives, distributors, and dealers.” 

Dale Radio Company, Inc., 122 State 
Street, New Haven, Conn. have been 
appointed manufacturers’ agents for the 
Binghamton Washing Machine Corpora- 
tion for Connecticut. The New Haven 
office is a branch of the New York firm 
of the same name, and is managed by 
Mr. Irwin Miller. 

Benjamin Stevens of New York City 
has been appointed Eastern representa- 
tive of the corporation. 

Bowden of Binghamton have been ap- 
pointed advertising counsel. 





Brunswick Completes Re- 
frigerator Distribution 


CHICAGO, Illinois—Completion within 
four months of a national organization 
for the distribution of its new Blue Flash 
Electric Table Top Refrigerators is the 
unique achievement that has just been 
announced by H. D. Laidley, general 
sales manager, Appliance Division, of 
The Brunswick-Balke-Collender Com- 
pany, Chicago. Starting almost from 
scratch in the middle of January, the 
Appliance Division, under Mr. Laidley, 
on May 15th had completed practically 
all of its appointments of distributors for 
the entire country. More than seventy 
districts are covered. 

Less than one year ago, Brunswick sold 
its commercial refrigérators through 40 
direct factory branch offices and 700 re- 
tail salesmen. These branches located in 
large and small cities, served only 15% 
of the total market in the United States. 
Today the new wholesale organization 
covers 100% of the market. All of 
Brunswick’s key retail managers and 
salesmen were taken over by distribu- 
tors. 
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WJZ INTERVIEWS WOMEN 
EDITORS ON ADEQUATE WIRING 


NEW YORK—Alice Maslin, the radio 
hostess of WJZ’s “Woman of Tomor- 
row” program, who interviews women of 
achievement in fields of activity of inter- 
est to women everywhere, emphasized the 
importance of adequate home wiring in 
recent broadcasts during the current build- 
ing season. 

Miss Maslin’s program is broadcast 
every Saturday morning at ten o'clock. 
It has built a large audience of women 
and also boasts a goodly number of lis- 
teners who are men. 

Three of the well-known editors of 
national women’s magazines who urge, in 
their own editorial columns, the house- 
holder’s consideration of the universal 
need for adequate home wiring, were in- 
terviewed successively by Miss Maslin 
in three of her regular broadcasts on 
those phases of home management and 
home planning which depend upon ade- 
quate wiring for good results. 

Kathleen Robertson, Household Equip- 
ment Editor of McCall's magazine, care- 
fully explained, in answer to Miss Mas- 
lin's questions, why it is that electrical 
appliances cannot give the efficient eco- 


nomical service they should when they 
are subjected to conditions of inade- 
quate home wiring With competent 


authority she outlined the losses entailed 
through voltage drop, the necessary serv- 
ices of both lighting and appliance branch 
circuits, and many “reasons why” ade- 
quate wiring is a household necessity. 





Kathleen Robertson, House- 
hold Equipment Editor, Mc- 
Call's. 
Katharine Fisher, Director of the Good 
Housekeeping Institute, was led by Miss 


Maslin into a brilliant description of the 
comfort, convenience, economy and safety 
which prevails in the home where good 
management is aided by electrical service 
through adequate wiring. Miss Fisher 
went into details on how to use the 
“Check Your Wiring” folder issued by 
the National Adequate Wiring Bureau, so 
that listeners who requested the folder 
would be able to add up their own needs 
before consulting an electrical contractor 
qualified to bring their home wiring up 
to adequacy. 





Helen Koues, Director, Good 
Housekeeping Institute of 
Architecture and Building. 


Helen Koues, Director of the Good 


Housekeeping Institute of Architecture, 
Building and Furnishing and an Associate 
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Fisher, 


Director, 


Katharine 
Good Housekeeping Institute. 


Editor of the magazine, as the leading 





woman editor in the architectural field, | 


discussed with Miss Maslin the possibili- 
ties of modern lighting devices and effects 
for average homes, new and old, with 
particular attention to the need for ade- 
quate wiring for good lighting. “The 
least you can do,” she said, “is to step 
up the efficiency of present lighting cir- 
cuits by running appliance circuits of 


larger wire to outlets in the dining room, | 


pantry, and laundry where so much port- 
able equipment is used. Without a great 


deal of fuss or bother outlets and switches | 


can be added. Any qualified electrical 
contractor can make short work of it.” 
The hundreds of listeners who re- 
sponded to these broadcasts received, re- 
spectively, the Adequate Wiring Primer, 
the “Check Your Wiring” folder, and 
the booklet, “Copper in the Home.” 
Other cities where radio time is being 


devoted to public education in adequate | 


wiring are: Birmingham, Alabama; Du- 
luth, Minnesota; Seattle, Washington. 





, 

: 

4 
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PACIFIC COAST ELECTRICAL ASSOCIATION 
CONVENES IN SAN FRANCISCO 


SAN FRANCISCO—May 26 to 27 
were the dates that marked the 21st anni- 
versary convention of the Pacific Coast 
Electrical Association held in San Fran- 
cisco. The program this time was de- 
voted entirely to general sessions, the 
work of the business sessions having been 
accomplished in the conclave meetings. 
One evening was devoted to the public, 
an audience having been invited by special 
invitation to hear a résumé of the out- 
standing talks of the conventions. Among 
the addresses having a bearing on mer- 
chandising policies and practices were 
those of the Thursday afternoon session, 
including a talk and demonstration of the 
latest technique of schoolroom lighting, 
presented by Dr. R. S. French, principal 
of the California School for the Blind, 
assisted by Leland Brown of Stanford 
University and Clark Baker, executive 
secretary of the Sight Conservation Coun- 
cil of northern California. E. M. Frell- 
son, merchandising manager of the G.E. 
Electric Supply Corporation of Los Ange- 
les talked on the necessity of bringing 





the electrical dealer again into the indus- 
try picture under the title of “The Im- 
portance of Industry Coordination in Ap- 
pliance Merchandising.” The relationship 
of banking to merchandising was pre- 
sented by E. A. Mattison, vice-president 
of the Bank of America of San Francisco. 

Other talks included several of scien- 
tific and general interest, covering such 
subjects as methods of transmuting matter 
electrically and the importance of elec- 
tricity in modern medical practice. Frank 
J. Airey of the F. J. Airey Company of 
Los Angeles spoke on the subject of 
“Dollars By Wire,” while Earl N. Peak, 
president of the National Contractors’ 
Association, spoke on industry progress 
from the national standpoint. A model 
store front, in which golfing awards were 
displayed was an attractive feature in the 
hotel lobby. P. M. Downing of the 
Pacific Gas & Electric Company, takes 
over the presidency from R. M. Alvord, 
General Electric Company whose success- 
ful administration has just come to a 
close. 





ELECTRIC ROASTER MARKET EXPANDING 
NEW McCALL SURVEY SHOWS 


NEW YORK—tThe market for house- 
hold electric roasters is in a highly favor- 
able condition, according to the results 
of a study made by Arthur Hirose, Di- 
rector of Research, “McCall’s Magazine,” 
for the electric roaster manufacturers, 
who are affiliated with the Domestic Ap- 
pliance Section of the National Electrical 
Manufacturers Association. This new 
study, presented to the manufacturers at 
their recent Hot Springs, Va., meeting, 
points out that electric roaster sales were 
five times as great last year as they were 
in the year 1934. Although only about 
four years old, the electric roaster ranked 
fifth in unit sales last year among the 


| household electrical appliances selling at 


James ‘H. McGrew Meaored 7 


retail for more than $20. 


James H. McGraw, founder of the McGraw-Hill Publishing Company, 
Inc., was guest of honor at a dinner given him by the men who have 


received medals under the McGraw Award. 


The dinner took place on 


June 6 at Atlantic City in the Hotel Traymore, during the convention of 


the Edison Electric Institute. 


From left of Mr. James H. McGraw: J. Robert Crouse, president, The 
Cromaine Corporation; George E. Cullinan, vice president, Graybar Elec- 
tric Company; J. E. North, director, domestic sales, The Cleveland Elec- 
tric Illuminating Company; H. P. Liversidge, vice president, Philadelphia 
Electric Company; W. W. Freeman, vice president, Columbia Gas & 
Electric Company; Howard Ehrlich, vice president, McGraw-Hill Pub- 
lishing Company; C. E. Michel, vice president, Union Electric Light & 
Power Company; W. R. E. Moore, National Electric Products Company; 
W. J. Drury, Graybar Electric Company; G. E. Whitwell, vice president, 


Philadelphia Electric Company; 


James 


H. McGraw, Jr., president, 


McGraw-Hill Publishing Company; S. L. Nicholson, Westinghouse Electric 
& Manufacturing Company (retired); C. L. Collens, president, Reliance 
Electric & Engineering Company; O. Fred Rost, editor, Radio Retailing; 
G. W. Patterson, president, Patterson Electric Limited; G. M. Sanborn, 
president, Sanborn Electric Company; Louis Kalischer, president, Louis 
Kalischer, Inc.; C. E. Swartzbaugh, president, The Swartzbaugh Manu- 


facturing Company. 


JULY, 





Not only does the electric roaster make 
a strong sales appeal to distributors, elec- 
tric light and power companies, depart- 
ment stores, hardware stores, furniture 
stores, radio dealers, specialty appliance 
dealers and other retailers, but it also 
presents a large number of talking points 
for Mrs. Consumer. The roaster, accord- 
ing to the new McCall study, has the 
appeals of novelty, newness, usefulness, 
cleanliness, economy, coolness, conven- 
ience and portability. Because they require 
no special electrical wiring and no special 
inducement electric rates for their oper- 
ation, the new roasters are going into 
homes to supplement rather than replace 
all types of kitchen ranges of the coal, 
kerosene, gas and electric variety. 

The fact that millions of women have 
become familiar with the older electrically 
operated food-appliances like the refriger- 
ator, the coffee maker, the mixer, the 
toaster and the waffle iron indicates, the 
study points out, the ease with which 
housewives can be sold electric roast- 
ers for new satisfaction in the prepara- 
tion of appetizing meals. 

Bruce Fleming, Executive Secretary of 
the Roaster Group of the National Elec- 
trical Manufacturers Association, New 
York, will shortly place copies of the 
complete study in the hands of the indi- 
vidual roaster manufacturers, who include 
the General Electric Co., the National 
Enameling & Stamping Co., the Proctor 
Electric Co., the Swartzbaugh Mfg. Co., 
and the Westinghouse Electric & Mfg. 
Co. 





NICHROME STOCKED 
ON PACIFIC COAST 


HARRISON, N. J.—A truly represen- 
tative stock of high nickel content alloys 
in various shapes and sizes, particularly 
Nichrome and Nichrome V, is now avail- 
able for immediate delivery to the Pacific 
Coast trade, according to an announce- 
ment of the Driver-Harris Co., Harrison, 
N. J. The warehouse is located at 316 
Eleventh St., San Francisco, and the Pa- 
cific Coast representatives are the Elec- 
trical Specialty Co., Ltd., who have been 
engaged for many years past in serving 
the electrical manufacturing industry with 
such well-known products as Bakelite, 
Mica Insulator and Isolantite. Nichrome 
stocks will be maintained also in Los 
Angeles and Seattle. 
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Work and Play at E.E.I. Convention in Atlantic City 
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| Les Moffatt, editor of Electrical George Whitwell, PE vice-president 
od Merchandising and C. E. "Charley" says hello to Ada Bessie Swann of And here's Ada Bessie Swann with 
- : Swartzbaugh, take it easy. Woman's Home Companion. George Conover, skipper of the 
le Clara Zillessen, Philadelphia Elec- Helen Cc il and managing director 
, tric's advertising manager is relaxing of Philly Electrical Association. 
“« here aboard George Conover's 
A : cruiser but the year's work included 
winning the Lindemann water heat- 
ing award and the Josephine Snapp 
Award—biggest ad prize open to 
— é women executives. 
ke 
C= - 
pt George Hughes, Hotpoint president, pre- H. P. Liversidge, PE vice-president, pre- 
ce sents Hughes Award to E. J. Kirkpatrick sents Thomas W. Martin award (rural elec- 
ine and Arnold Hogan of Muncie's Indiana trification) to H. J. Gallagher of Con- 
sts General Service Co. sumers Power. 
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of Electrical & Gas Association of neering & Service with Henry notes as secretary of Interna- 
r of New York confers with other League Obermeyer of Consolidated Edi- tional Association of Electrical 
lec- men. son. Leagues. 
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“4 PHILCO IN ROOM 50,000 LAMPS ON DISPLAY 
se a oe AT NEW YORK LAMP SHOW . 
ctor 
So. . , ss ae : Davis M. Debard of Stone & 
fic. PHILADELPHIA, PA. — Philco NEW YORK—Final plans for the | Idea Bureau to consult with buyers on Webster poses with Mrs. Debard 
- Radio & Television Corporation, is in- | New York Lamp Show have been an- | various merchandising problems. Such ° . ° 
oe : Psi - : ety ghee “age d ss and Miss Evelyn Darling of 
vading the air-conditioning field with a | nounced by George F. Little management | subjects as display, retail advertising, re- E E| 
room cooler, it was announced recently | Inc. The show will be held July 18-22 | tail operations, style trends, and sales ilies 
by Larry E. Gubb, president. at the Hotel New Yorker. More than | training will be informally discussed by 
Philco is entering the air-conditioning | 150 exhibitors will display some 50,000 | editors of leading trade publications and 
field on a mass production basis, de- | lamps on five floors of the hotel. representatives from the organizations 
clared Mr. Gubb. Its product is a port- While early indications point to the | specializing in merchandising. 
able air-conditioning unit called Cool- | largest buyer attendance in several years Included in this group will be: W. L. 
Wave which can be placed in any room | at this semi-annual event, the show man- | Stensgaard & Associates Inc., outstanding 
ST of a home, in offices, hospitals or hotels. | agement has planned additional attractions | authorities in the display field; General 
Production has already been started on | of a constructive nature to aid buyers in | Electric Home Lighting Department, 
this new airconditioner and a national | selling as well as buying lamps. In con- | under the direction of Lillian Eddy; 
— promotion campaign has been planned for | junction with exhibitors, the management | Home Furnishings Exhibit of the New 
lloys its introduction to the public. has created plans for a Lamp Buyers | York Worlds Fair; New York School of 
larly The Cool-Wave unit will be sold ex- | Idea Bureau at the show, where mer- | Display; Westinghouse Lamp Division, 
vail- clusively by Philco dealers throughout | chandising ideas and suggestions will be | Home Lighting Division under the direc- 
cific the country and in Canada. It is manu- | presented for buyers’ consideration. tion of Myrtle Fahsbender; and others. 
ince- factured expressly for Philco by the York Mr. William Little, in charge of the Of particular interest will be a display 
ison, Ice Machinery Company, which has set | show program, advised that this plan is | presented by Mr. George McCartin, 
| 316 up huge departments in its plants for the | an outcome of a survey among buyers to | formerly associated with the A.M.C., now 
Pa- exclusive construction of Cool-Wave air | determine what additional activity could be | director of the Home Furnishing Division 
Elec- conditioners. offered to make the buying session more | of the New York Worlds Fair. The 
been Embodying a complete air-conditioning | profitable. Practically all buyers inter- | display will include a floor plan show- 
rving system in a specially-designed attractive | viewed complained of a lack of mer- | ing the approximate nature of the va- 
with walnut finish steel cabinet, the Cool-Wave | chandising angles in the lamp department | rious exhibits, together with a colorful 
elite, unit occupies only little more than four | and urged the industry to provide this | plan of the New York Worlds Fair 
rome square feet of floor space. Special finger- | form of selling assistance. Grounds showing the location of the Charles A. Eastman of Ebasco 
Los tip controls are provided for regulation by Guest counsels, each an authority in his | Home Furnishings Building and the de- Services snapped during the con- 
the user. line, will be available in the Lamp Buyers | signer’s sketch of the exterior. vention. 
ING 
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NEWS FLASHES 


H. E. Saviers & Son of Reno, Ne- 
vada have been selling off a special 
purchase of refrigerators by offering 
extra trade-in allowances As much 
as $50 for ice boxes and $100 for old 
retrigerators was offered 

a 

\ program on adequate wiring ad- 
dressed to architects, builders and 
home owners was staged recently by 


the Electric Club of Seattle, Washing- 


ton. A. E. Schaneul, representative of 
the National Adequate Wiring Bureau 
of New York was the speaker at the 
dinner. J. J. Agutter has been named 
chairman of the local activity. 

\n interesting “Span of Life Con- 
test”, featuring the health value of 
electrical appliances has been under- 
way for the month of June in the 


Pacific Northwest. The Puget Sound 
Power & Light Company is sponsor- 
ing the event, in which manufacturers, 


wholesalers and dealers are all co- 
operating. Electrical prizes to the 
amount of $5,000 have been offered 
for the best essay on how electrical 
appliances increase the span of life 
a * + 

Modern refrigeration rated a special 
section in the Fresno, Calif. news- 
papers during May. This was a fea- 
ture of the electric refrigerator cam- 
paign staged during the early summer 
under the auspices of the Electrical 


Appliance Society of Northern Cali- 
fornia. 


* + + 

McMahan’s of Fresno, Calif. have 
been announcing a special offer on 
Westinghouse refrigerators at $5.69 
per month for 40 months for the 5 cu 
ft. size, offering as their reasons for 
low charges: 1. They carry their own 
contracts. 2. They do not deal with 
finance companies. 3. They employ 
no outside salesmen. 4. They have no 
commissions to pay. 5. They buy di 


rect from the manufacturers. 


t * * 


\ potted plant was offered free to 
all adults coming into the store of 
K. O. Stout, Sacramento, Calif. as an 


added inducement to those who cared 
to enter the Norge essay contest which 
a group ot was sponsor- 


ing. 


local dealers 


* 





. * 





“We demonstrate at your door” ad- 
vertises H. L. Wood of Sacramento, 
Calif. referring to his trailer service 
which takes the store to the home of 
the customer. He now has two trailers 
in constant use. 


* k * 


A window full of G. E. cleaners 
was a sufficient attraction, so that 
Breuner’s of Sacramento, Calif. men- 
tioned the display as “the window dis- 
play of the decade” in their newspaper 
advertising. 














* + * 


Free samples of cream served to 
advertise both ice cream powders and 
Sparton refrigerators for Hale Bros. 


of Sacramento, Calif. 


ice 


* * * 


The Paris Company of Salt Lake 
City announced its appointment as of- 
ficial representative of Kelvinator re- 
frigerators by featuring a special sale 
of 1937 models of this equipment. 
The Granite Furniture Company also 


staged special sales of this appliance. 
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\uerbach’s, which 


) was selling 1937 
W estinghouse 


refrigerators in their 
original crates, took some extra space 
for the event and put them on sale 
o— display also at the Centre Theatre 
10k. 


* * * 
The Stokermatic Company of Salt 


Lake City held its annual dealers’ con- 
vention in that city May 23 to 24. 


* * «x 
A “$1 for your old iron” sale was 
early June feature in the store of 


Utah Power and Light Company 
Salt Lake City. 


an 

the 

in 
* * & 


Butte, Montana recently held a 
Electric Appliance Exposition 
by the Montana 
pany and eleven electric 
8 to 10. 


3-day 
spon- 
Power Com- 
dealers, June 
A cooking school presided 
over by Miss lva Scrivner, with free 
recipes given away, plus special en- 
tertainment features was the program 
attraction, while dealers and power 
company presented exhibits of the 
latest in electrical appliances. Over 
$2,000 in electrical appliances were 
given as door prizes, with drawings 
held every day. This is the first show 
of this kind held in Butte, but it is 
scheduled to be an annual event here- 
alter. 


sore d 


* * * 


Billings, Montana held its 7th annual 
Setter Homes Show May 1 to 4, with 
an attendance of 26,210 during a 4-day 
period. Eleven dealers presented elec- 











trical displays and report excellent 

sales and prospect lists. Other co- 

operative exhibits were held during 

May in Malta, Glasgow, Harlem, 

Chinook, Harve, Great Falls, Dutton, 
Choteau and Conrad. 
+ a * 

Roy Allen, Jr. of the Allen Electric 


Company of Helena, Montana has out- 
fitted his new home with Norge ap- 


pliances, including air conditioning 
equipment, electric range and_ re- 
frigerator, as well as electric dish- 


washer and disposal unit. 
* * * 


The LaBarre Garage of Fort Ben- 
ton, Montana, was one of the dealers 
who have enjoyed electric cooking 
demonstrations for customers given by 
the Montana Power Company home 
advisor girls. 


* * * 


A model electric kitchen for demon- 
stration purposes has been installed by 
the Missoula Mercantile Company 
(Missoula, Montana) in its appliance 


department. 


* * * 


An educational program for dealer 
salesmen is being put on by the home 
advisor girls of the Montana Power 
Company throughout the company’s 
territory. Programs are given in the 
evening and provide instruction in the 
use of modern electrical appliances. 


* * * 


The Chilliwack offices of the British 
Columbia Electric Railway Company 
now rank as among the most modern 
and attractive showrooms in British 
Columbia since their recent remodel- 


ling. The new lighting system pro- 
vides an illumination level of better 
than 60 ft.-candles. 
a” * x 
The Moffatt cooking school, spon- 


sored by the B. C. Electric and the 








Kent Piano Company has become an 


annual event in Victoria, B. C. A 
3- day session in the Shrine auditorium 
“played to capacity houses” this spring. 


* * * 


Denver’s adequate wiring program, 
sponsored by the Rocky Mountain 
Electrical League, received encourage- 
ment recently when Electrical Work- 
ers’ Local 68, with a membership of 
about 200, joined in the activity. They 
will assist in the distribution of pro- 
motional material and also have voted 
a substantial sum toward support of 
the program which the League and 
the Denver Electrical Contractor’s As- 
sociation are administering. 

eo 6 2 


The Annual Round-Up of the 
Rocky Mountain Electrical League is 
scheduled to take place this year at 
Canyon Rach, Yellowstone Park, Wy- 
oming, August 29, 30 and 31. A big 
attendance from Colorado, New Mex- 
ico, Montana, South Dakota, Nebraska 
and Wyoming is expected to attend. 
J. H. Jacobucci of the Utah Power & 
Light Company of Green River, Wyo. 
is president and W. D Johnston of 
the Mountain States Power Company 
of Caspar, Wyoming is chairman. 


* * * 


New dealer in the Portland, Oregon 
district is the Northeast Electrical 
and Appliances Sales Company, 
Franklin Chaphe, manager. 


2 ¢ 6 


Four model all-electric kitchens 
were displayed by the Bureau of 
Power and Light of Los Angeles at 
the Southern California Homes Show 
which attracted more than 100,000 
visitors to the Pan Pacific Auditorium 
during the eleven days of its showing 
this spring. These were “the bachelor 
kitchen”, the “Monterey exhibit”, the 
“modernistic kitchen” and the “farm 
kitchen” each of which had its special 
points of interest. 








Modern Kitchen Bureau Prize Range Windows 


































































































First prize for a window display tying in with the Modern Kitchen Bureau's Spring Range Drive, was won 
by the L. L. Stiff Furniture Company, Salem, Oregon, in the department store group. 




































































In the utility group, this window of the Puget Sound 
Power & Light Company, Lake City Office, Seattle, 
won a first prize. 
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And the Henry Levy Company of Santa Barbara, Cal., 
won first prize in the dealer group with this display. 
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Introducing! for the low-price marker 


ANEW f= AGW WASHER 


WITH ALL THE FEATURES OF AN ORDINARY 37Q°° MACHINE 
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CHECK THESE FEATURES 


prevent rusting or discol- 
Exclusive Rubber-tected oration of enamel. 


Turbolator—Protects as it 


cleans. 


time lubrication 
superior workmanship 


Rustproof Protection— eliminate wear 
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Precision Gear Case— Life- 


and 
Completely Bonderized to necessary servicing. 





EASY WASHING MACHINE CORP. 


SYRACUSE, NEW YORK 








Safety Bar Release Wring- 
er—Instantaneous, safe. 


EKASY Quality — Made 
who make the. best 


duced in quantity 
at a really LOW price. 


ese 





T= is a red-hot opportunity for every dealer 
from coast to coast to hit a new high in EASY 
Washer sales... fast sales... profitable sales! 


It’s a natural . . . because in the new model 
6T8, EASY offers every worth-while advantage 
of an ordinary $70.00 washer—PLUS exclusive 
EASY design, beauty and sturdiness—yet at the 
unbelievably low price of only $49.95! 


Check the “‘high-priced’’ features listed at 
the left . . . the ‘‘3-zone’’ action that washes 
ALL the clothes ALL the time... the thorough- 
ness and gentleness of the Rubber-tected Tur- 
bolator ... the protection of the ‘‘Super-Safety”’ 
Wringer . . . the convenience of the 4-position 
Wringer Lock . . . streamlined design . . .‘‘Life- 
time’’ baked-on finish. 

Here’s a sales builder if there ever was one... 
and at a price $20.00 below any comparable ma- 
chine you ever laid eyes on. Your territory is wide 
open for the Washing Machine Buy of 1938. Today 
... use this coupon to get complete details on the 
new EASY 6T8 as well as the full 1938 line of 
EASY Washers and Ironers. 





EASY Washing Machine Corporation 
Syracuse, New York 

Please send me descriptive literature and complete 
information on the new EASY 6T8 Washer, and the 
full 1938 line of EASY Washers and Ironers. 


Name 





Address 





City State. 
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BUSINESS 
THE FLAG 


HEN you feature fans that 
carry on the guard the famous 
R & M flag, the average customer is 
sold on the quality before you say 


a word. 


When you sell R & M Junior fans, 
you can tell a story of quality plus 
value that is hard to match in the 
industry—a combination based on 
forty years of building good fans 


only. No other kind need apply! 


When you offer the fan in the il- 
lustration what a battery of talking 
points you have! It’s a big 10-inch 
oscillator ...it delivers 680 cubic 
feet of air a minute... it has a 
powerful, quiet induction motor, 


made by R&M...it’san R&M 


Junior ... and the price is only $9.95! 








FOLLOWS 





R & M Junior fans are built to 
the same quality standards as the 
larger, higher-priced R & M fans. 


They are good for years of service. 


They stay sold, they please cus- 


tomers, they build business for you. 


There’s an 8-inch R & M Junior 
to sell for only $3.95—and a 12-inch 
2-speed oscillator for only $17.95. 
Nationally advertised, along with 
other R & M fans, in the Saturday 
Evening Post, Collier’s, Time, and 
Business Week. 








Business follows the R & M flag. Feature R & M fans now! 
...- Robbins & Myers, Inc., Springfield, Ohio; The Robbins 
& Myers Co., Ltd., Brantford, Ontario. 








ROBBINS 


& MYERS 





CRANES 


MOTORS + HOISTS - 
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PORTLAND, ORE.—Electrical mer- 
chandisers in Portland, Ore., and vicinity 
hailed with delight the announcement by 
Portland General Electric Co. and North- 
western Electric Co. of that city on June 
1 that these two companies would there- 
after sell automatic electric water heat- 
ers at manufacturers’ suggested list prices. 
This means an increase in the retail price 
of this device in the Portland area of 
10 to 15 per cent, and will make it pos- 
sible for the dealers to secure their cus- 
tomary merchandising margin. 

The utility companies further agreed to 
install all the water heaters sold by deal- 
ers for their lines at the standard price 
for normal installation of $14.50 for wir- 
ing and $7.00 for plumbing, and to carry 
this installation cost for the purchaser at 
$1.00 down and $1.00 per month. The 
companies contract the wiring part of 
this installation cost to established elec- 
trical contractors. 

Prior to this change in policy on the 
part of the utility companies, the electric 
water heater was the only appliance sold 
in the area at less than list. For some 
time the dealers have contended that 
greater volume would be secured by going 
to list prices with the consequent full 
merchandising margin, thus stimulating 
more widespread dealer activity in the 
line. Some 20 to 25 plumbing concerns 
who also feature merchandising as an ad- 
junct to their business have also expressed 
an interest in adding electric water heat- 
ers. 





EHFA Signs Six More 


WASHINGTON, D. C.—Electric 
Home and Farm Authority today an- 
nounced that contracts had been closed 
with the Public Utility District No. 1 
of Cowlitz County, Longview, Washing- 
ton; South Plains Electric Cooperative, 
Inc., Lubbock, Texas; Paulding-Putnam 
Electric Cooperative, Inc., Paulding, 
Ohio; Cass County Electric Cooperative, 
Inc., Kindred, North Dakota; Maquoketa 
Valley Rural Electric Cooperative, Ana- 
mosa, Iowa; and Craig Botetourt Electric 
Cooperative, New Castle, Virginia. The 
contracts provide that Electric Home and 
Farm Authority and the utilities will 
cooperate in financing the sale of elec- 
trical appliances for use by consumers lo- 
cated on the utilities’ power lines. 


PORTLAND, ORE., UTILITIES 
SET LIST PRICE FOR WATER HEATERS 














George Hughes, Hotpoint president, 
gave away this range to Mrs. Helen 
Tang, first prize-winner in a Honolulu 
cooking school recently. 





SCHWARZE BUYS 
STANLEY & PATTERSON 


ADRIAN, MICH.—The Stanley & 
Patterson Company, Inc., of New York 
City, formerly manufacturers of a com- 
plete line of signal apparatus including 
telephone systems, fire alarm systems, 
burglar alarm systems, clock systems, hos- 
pital signaling systems, as well as all de- 
vices bearing Faraday, Deveau, PR, and 
Eclipse trade names, was recently pur- 
chased by the Schwarze Electric Com- 
pany of Adrian, Michigan, which is now 
operating plants in Adrian, Michigan; 
New York City and Montreal, Canada. 
The combination of these famous trade 
names with the large line of signaling 
apparatus previously made by _ the 
Schwarze Electric Company provides one 
source from which a complete line of sig- 
naling equipment can be obtained. 





An Attic Fan Window That Demonstrates 





Hill & Phillips, Hotpoint dealers of Orlando, Florida, have had considerable 


success in marketing attic fans. 


They use window displays effectively. 


That shown includes a model house having the side toward the observer 


cut away and covered with glass. 


A small fan is installed in the attic 


and draws air through open windows in all the rooms. Draperies at the 
windows blow inward and streamers indicate how the air circulates in 
keeping the house cool under the influence of the suction created by the 


fan. 
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Rew Pasitions of the Mouth 











Illuminating Engineering Society 


The Illuminating Engineering Society 
announced at its meeting at Briarcliff 
Lodge the election of DeNyse W. At- 
water, manager of commercial engineer- 
ing of the Lamp Division of the West- 
inghouse Electric & Manufacturing Com- 
pany, as president of the Society for the 
year beginning October Ist, 1938. 





D. W. ATWATER 


Other officers elected were A. D. 
Cameron of the Holophane Company, 
New York City, to serve as vice-presi- 
dent; Howard M. Sharp of the Buffalo, 
Niagara & Eastern Power Corporation 
of Buffalo, N. Y., as general secretary; 
Henry G. Clum of the Jersey Central 
Power & Light Company of Asbury Park, 
N. J., as treasurer for the coming year, 
and Mr. R. W. Staud of Des Plaines, 
Illinois and Mr. H. L. Johnston of Pitts- 
burgh, as directors to serve for three 
years. 

Mr. Atwater, who will hold office dur- 
ing a “World’s Fair year,” with the New 
York and San Francisco Expositions in 
full swing, is one of the best known 
figures in the field of illumination. 


General Shaver 


Announcement has been made of the 
appointment of Edward V. Hickey as 
general sales manager of the General 
Shaver Corporation, manufacturers of the 
Remington Rand Electric Close-Shaver. 





EDWARD V. HICKEY 


Formerly general sales manager of the 
Gillette Safety Razor Corporation, Mr. 
Hickey brings to his new post a broad 
knowledge and understanding of the prob- 
lems of the distributor and retailer. 

Mr. Hickey has also served as sales 
counsel for a large clientele in foreign 
markets—for which he was particularly 
well fitted through serving as foreign 
sales manager for Gillette. 


Westinghouse Lamp Division 


D. S. Youngholm, vice-president, West- 
inghouse Lamp Division, Westinghouse 
Electric & Manufacturing Company, to- 
day announced the appointment of Mr. 
Fred S. Kinsey as Manager of the North- 
eastern District, with headquarters at 
150 Broadway, New York City. 

Mr. Kinsey joined the Westinghouse 


organization twenty-one years ago. Early 
in 1917 he came to the Westinghouse 
Company’s Lamp Division as sales repre- 
sentative and in 1922 was made Man- 
ager of its Syndicate Department. 


G-E Lamp Division 


Incandescent lamp department of Gen- 
eral Electric Company, Nela Park, Cleve- 
land, recently advanced Orville Haas, 
Ralph Nungesser, and W. H. Rademacher 
to individual managerships of three of 
the department’s 17 sales divisions. 





ORVILLE HAAS 


Mr. Haas now heads the lamp depart- 
ment’s Continental Division at Philadel- 
phia. Formerly assistant manager of At- 
lantic Division in New York City, Mr. 
Haas succeeds J. H. O’Brien who will 
continue at the Philadelphia division in 
an advisory capacity. 





RALPH NUNGESSER 


Mr. Nungesser, until recently with 
Mississippi Valley Division, St. Louis, 
is the new manager of Southwestern Di- 
vision at Dallas, Texas. He succeeds 
H. D. Puckett who continues there in 
an advisory role. 





W. H. RADEMACHER 


Mr. Rademacher, formerly assistant 
manager of Mississippi Valley Division 
is the new manager of that sales division. 
He succeeds C. W. Bender who retired 
after completing 29 years of continuous 
service with G-E incandescent lamp de- 
partment. 


ELECTRICAL MERCHANDISING—JULY, 1938 











How Many 


OF THESE 
QUESTIONS CAN 
YOU ANSWER? 





¢ What 40 manufacturers are marketing air 
conditioning equipment? 

¢ Who makes the "Wind-O-Vent" chromium 
ventilating fan to retail at $17.50? 


e What domestic electric refrigerator has 
a capacity of 280 ice cubes? 


e Who manufactures the washer with the 
"Thriftwater" action and _ extractor 
dryer? 


e Where can you get a 250 gallon-per-hour 
water pump for under $55? 


¢ Who makes the “Bermuda” Sun lamp? 


¢ What are the prices and specifications on 
the 51 Hotpoint, Tank Type, Water 
heaters? 


OU can answer all of them—and more than 

20,000 other customer questions about com- 
petitive appliance lines — IF you have a copy of 
the new 1938 Appliance Directory — just off press! 

This book is the answer to the appliance deal- 
er's prayer. It condenses into one handy book, all 
the information you need to locate the manufac- 
turers, — trade names, — addresses, — specifica- 
tions, etc., on over 5,000 new, 1938 electrical 
appliance models. 

It's the most used book in the electrical appli- 
ance field. The new edition is for sale at $1.00 a 
copy. Remittance must accompany all orders. 
Mail your payment with the handy coupon below. 


MAIL THIS COUPON AND $1 — TODAY! 


APPLIANCE DIRECTORY DEPT. 

330 W. 42nd St., New York, N. Y. 

O. K. Attached is $1.00! Send me, post paid, a copy 
of the new, 130 page, Appliance Specifications and Direc- 
tory for 1938. Payment must accompany this 


order. 
a ee eae See iene 
8” NX Company ..... 5 deal chairs tans co ideal cms MLA NTE 
Ya eer ere cee sp ke an Os oly ae 
ER Le kena tae 


[Outside U. S., Canada and Mexico 
_add 50¢ to cover handling costs. 


EM-7-38 
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Atlantic City Trio 








Here are Harold Smiddy, Ebasco Services, Inc., 


Kilowatt 


H. S. Metcalfe, West 
Penn Power Company and Ashton B. Collins, the personification of “Reddy 
', snapped on the boardwalk during the recent E. E. |. convention. 





MKB Announces Winners in 


Range Window Display Contest 


NEW YORK—Winners in the Mod- 
ern Kitchen Bureau's electric range win- 
dow display contest, with separate awards 
for each of the prizewinning dealer, de- 


partment store and utility groups, have | 
Sureau | 


been announced by H. L. Martin, 
Manager. 

This contest, part of the 1938 range 
campaign, was designed to stimulate 
greater dealer activity during the days of 
National Electric Range Spring Show- 
ing, and all photographs entered had to 
be made of a display set up during the 
period between April 11th and 30th. 

Contest judges were J. F. Shea, Mgr. 
Merchandise Division, Retail Ledger; 

J. Engel, Vice President, Ejinson- 
Freeman Co., Display Lithographers ; and 
David Frederick, Editor Tide Magazine 
—all of New York. 


The winners: 


UTILITY GROUP: $150 First Prize: 
Puget Sound Power and Light Co., Lake 
City Otfice, Seattle, Wash. 
Prize: Philadelphia Electric Co., 
delphia, Pa. $50 Third Prize: 
ham Electric Co., 


Phila- 
Birming- 
Birmingham, Ala. 
Ten additional prizes of $10 each: 
Paul Smith’s Electric Light & Power & 


Railroad Co., Saranac Lake, N. Y.; Cen- | 


tral Electric & Telephone Co., Chamber- 
lain, S. D.; lowa Electric Light & Power 
Co., Cedar Rapids, lowa; Cheyenne 
Light, Fuel & Power Co., Cheyenne, 
Wyo.; Idaho Power Co., Boise, Idaho; 
Ohio Edison Co., Youngstown, Ohio: 
Buffalo Niagara Elec. Corp., Niagara 
Falls, N. Y.: Illinois Northern Utilities 
Co., Dixon, Ill.; Union Elec. Co. of 
Missouri, St. Louis, Mo.; anes City 
Power & Light Co., Kansas City, Mo. 


DEPARTMENT STORE GROUP: 
$150 First Prize: H. L. Stiff Furniture 


Co., Salem, Ore. $100 Second Prize: 
Vandever Dry Goods Co., Inc., Tulsa, 
Okla. $50 Third Prize: Wright Metzler 


Co., Uniontown, Pa 

Ten additional prizes of $10 each: The 
Allen W. Hinkel Co., Wichita, Kansas; 
H. C. Prange Co., Green Bay, Wis.; 
Castner Knott Co., Nashville, Tenn 
Coast Muxic Co., Los Angeles, Cal.: 
Cleland Simpson Co., Scranton, Pa.; 
Clearfield Dry Goods Co., Clearfield, Pa 
Powell Hardware Co., Eldorado, Kansas ; 
E. W. Edwards & Sons, Syracuse, N. Y.; 
The Kilian Co., Cedar Rapids, Iowa.; 
Stix Bear & Fuller Dry Goods Co., St. 
Louis, Mo. 
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$100 Second | 


DEALER GROUP: $150 First Prize: 
Henry Levy Co., Santa Barbara, Cal. 
$100 Second Prize: George E. Burk- 
holder, Napoleon, Ohio. $50 Third 
Prize: Childs & Anderson, Granite City, 
Ill. 

Ten additional prizes of $10 each: 
McKelvey-Coats Furniture Co., Inc., 
Birmingham, Ala.; Appliance Sales Co. 
Greensburg, Pa.; Blaudings, Inc., Bing- 
hamton, N. Y.; Burton Elec. Co., St. 
Louis, Mo.; H. J. Kuhns, Vandergrift, 
Pa.; C. R. Watkins Co., Saint Louis, 
Mo.; Palestine Elec. Co., Palestine, 
Texas; Parks Appliance Co., St. Louis, 
Mo.; The Stambaugh-Thompson Co., 
Youngstown, Ohio; Dobyns-Lantz Hard- 
ware Co., Stigler, Okla. 


FURNITURE MART 
HOLDS SHOW IN 
CHICAGO JULY 5-16 


CHICAGO—Business skies are being 
scanned as plans are laid for the 29th 
semi-annual national home furnishings 
show at the American Furniture Mart 
July 5-16. 

According to recent figures of the Na- 
tional Retail Furniture Association, 1937 
was abnormal in that the first half of the 
year showed greater sales returns than the 
second half. Normally, their records 
show, retail store business carries 45 per 
cent of the yearly volume the first six 
months, and 55 per cent the second half 
of the year. These factors, it was pointed 
out by the Association officials, coupled 
with governmental pump-priming and 
bi-ennial elections in the offing for No- 
vember indicate a better second half year 
than experienced during the first six 
months of 1938. 

Styling is expected to be an important 
factor in new sales—the forthcoming mar- 
ket predicted to be the greatest style mar- 
ket in history. 

The rise of the new Swedish Modern 
styling which offers a completely new 
theme in decoration is expected to be an 
important factor in new sales, both to 
young brides furnishing new homes, and 
in the replacement field. 

Electrical appliances will be featured by 
a number of manufacturers as usual. 





“FREE COOKING” IS BASIS FOR 


STANDARD ELECTRIC'S NEW SALES 
CAMPAIGN 


H. D. Laidley Named Vice-President in Charge of Sales 


TOLEDO, O—Extension of electrical | gon, and three years later sold out to the 


service into thousands of homes through 
increased sale of electric ranges, with 
greater profits to distributors, dealers, and 
public utilities, are expected to result 
from a unique merchandising plan which 
the Standard Electric Manufacturing 
Corporation, of Toledo, Ohio, is building 
around the idea of “Free Cooking.” It 
will be used to show housewives that 
electric cooking offers unequalled advan- 
tages in convenience and economy and to 
banish the bugaboo that electric cooking 
is costly. 

Standard’s “Free Cooking” campaign, 
which will be carried on through con- 
sumer, trade, and direct-mail advertising, 
and which has necessitated expansion of 
the company’s sales force, will be directed 
by H. D. Laidley, new-appointed vice- 
president in charge of sales. 





Harold D. Laidley, new vice-presi- 
dent in charge of sales for Standard 


The choice of Mr. Laidley to direct 
this campaign was a natural one; for he 
brings to Standard a background of more 
than 20 years experience in electrical ap- 
Immediately prior 
to assuming his new post, on June Ist, 
Mr. Laidley was general sales manager 
for the Appliance Division of the Bruns- 
wick-Balke-Collender Company. Earlier 
in his career he was connected with the 
Federal Lamp Division of the National 
Lamp Works of the General Electric 
Company, and was general manager dur- | 


pliance merchandising. 


ing nine of his twelve years there. 


Later, Mr. Laidley was co-organizer 
and partner of R. Cooper, Jr., Chicago 
distributor for the General Electric Com- 
pany, serving for five years as vice-presi- | 
In 1930, he organized | 
the Laidley Company to distribute Gen- | 
eral Electric appliances in Portland, Ore- 


dent and director. 





General Electric Supply Corporation. 

Discussing the revolutionary “Free 
Cooking” campaign, Mr. Laidley pointed 
out that it carries a message that will 
appeal to millions. “Every woman will 
want to know about ‘Free Cooking’ and 
its proven economies, revealed by actual 
tests” he said. 

Mr. Laidley then went on to explain 
that “Free Cooking” is a feature of any 
electric range which by automatic tem- 
perature control regulates the amount of 
current consumed in cooking a given 
quantity of food. Such current-saving 
devices, coupled with other engineered 
features, make “Free Cooking” possible. 

“Progress of the industry in the sale 
of electric ranges in the light of compe- 
tition from other forms of cooking has 
been phenomenal,” Mr. Laidley said. “The 
use of electric ranges and their accept- 
ance by the general public has placed 
them in the ‘accepted class.’ However, 
the erroneous belief that electric cooking 
is too expensive, and the need for greater 
facilities and resourcefulness in manufac- 
turing and distribution, have been two 
factors standing in the way of further 
progress in this field. 

“To help remove these obstacles and 
to promote development of the vast sales 
potentialities which the market offers, 
we are launching our ‘Free Cooking’ 
campaign. Our selling force is being ex- 
panded, to handle increasing sales which 
are anticipated in our own line,” Mr. 
Laidley continued. “Likewise, our mer- 
chandising efforts are being extended to 
support sales progress. They include en- 
tirely new advertising and selling ideas 
with closer co-operation and greater serv- 
ice to distributors, dealers and electric 
utilities. 

“By enlarging the executive and sales 
staff, and by increased manufacturing 
facilities, Standard is prepared to work 
with live and energetic dealers and dis- 
tributors. A three fold purpose is the 
new inspiration for our new activity: (1) 
To place electric cooking in a larger 
number of homes. (2) To build revenue 
for the electrical utility and thereby en- 
able a greater electric service at lower 
cost. (3) To create more sales and 
profits for distributor, dealer and manu- 
facturer.” 


Marvel Air Cooler 


_ Raymond Gould, for the past ten years 
in executive positions with Kelvinator, 
Quiet May and allied fields, has been 
appointed sales manager of the Marvel 
Air Cooler Company, 1265 Broadway, 
New York City. 








Traveling Billboard 





Benson Furniture Company, Apex distributors in Sioux City, lowa, are 
taking no chances on the public not knowing what they are selling. This 
street-car is covered on all four sides with billboards and run over all 
the car routes. With it are shown C. W. Smith, Apex sales manager, Ira 





Benson and D. M. Thomas, Apex midwest division manager. 
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Every phase of 
electrical maintenance 
and repair work 
covered in this NEW 
Library 





5 volumes 
of practical 
how-to-do-it information 


Every man concerned with the care and 
repair of electrical machinery should have 
these practical books, with their helpful 
tables, diagrams, data, methods and kinks. 
Every one of the five volumes is jammed 
to the covers with sound, how-to-do-it in- 
formation—the kind you have to have 
when anything goes wrong. Liberal use 
has been made of practical data and prac- 
tice in repair shops so as to combine the 
good features of a library of methods 
with handbook information covering these 
methods. 


ELECTRICAL 
MAINTENANCE 
AND REPAIR 
LIBRARY 


2042 pages, 1721 illustrations 


and diagrams 


These books show you how to 


—install all types of motor and generator 
units: 
—locate breaks in armature windings and 
do a workmanlike job of rewinding; 
—know just what is wrong with an elec- 
trical machine and take charge of in- 
stallation and maintenance work; 

—make accurate tests of switchboards 
and apparatus and correctly balance 
the power with the load; 

—handle every sort of wiring job; 

—show competence, whether it be in the 
use of a Stillson wrench or a Wheat- 
stone bridge. 


New trouble-shooting book 


Now, in addition to four well-known practi- 
cal books on all details of testing, connecting. 
rewinding, installing and maintaining electri- 
cal machinery, the Library includes Stafford’s 
Troubles of Electrical Equipment, a new 
book full of helpful maintenance informa- 
tion, specia] trouble-shooting charts, expla- 
nation of symptoms and causes of machinery 
troubles, specific remedies, etc. This revised 
library gives you the ability to handle big- 
ger jobs with surety of results. 


10 days’ examination 
Easy monthly payments 


We want you to examine this Library for 10 days. 
If you don’t want them at the end of that time, there’s 
no obligation to keep them. On the other hand, if you 
decide you want the help these books can give, start 
the small monthly payments then, and in a short time 
the books are yours, right while you have been using 
them. Send the coupon today. : 


FREE EXAMINATION COUPON 


McGraw-Hill Book Co., Inc., 
330 W. 42nd St., New York, N. Y. 


Send me Electrical Maintenance and Repair Library, 5 
volumes, for 10 days’ free examination. If I find the 
books satisfactory, I will send you $1.00 in 10 days, 
and $2.00 a month until $15.00 has been paid. Other- 
wise I will return the books postpaid. 





Signature 


RRR ny Verne Ot mee. E.M. 7-38 
(Books sent on approval in U. S. and Canada only.) 
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Give Them a Chance to Buy 





I went out to see what could the mat- 
ter be, but the prospect, a Mrs. Doo- 
little, said, “I would have bought the 
first time he called, but I so liked to 
talk with him I was afraid he wouldn’t 
come back.” 

(3) There is Gus McCreed, and if 
there ever was a high-pressure sales- 
man, he’s the ticket. He was sued 
once by a prospect for damages in 
breaking her parlor table by the blow 
of his fist, as he attempted to woof- 
woof a point home to her. He didn’t 
recognize that a “no” can sometimes 
indicate a submerged “yes” in buying. 
He dominated, over-ruled, bull-dozed 
a prospect to where she would have 
her name on a dotted line out of fear, 
or because of some sort of mesmerism 
he possessed. By the time he got 
back to file the order, or at least when 
the delivery truck arrived with the 
appliance, she would have recovered 
her senses sufficiently to refuse her 
buying action; then confusion would 
be to pay. Gus would argue about his 
commission on an undeliverable sale. 
The dealer would argue with the cus- 
tomer about accepting it. She would 
tell all her friends that if she never 
did business with that firm again it 
would be too soon. Nearly half his 
sales were like gas balloons, too well 
blown up, and when a pin of refusal 
was stuck into them, all that would be 
left was a lot of limpid ill-will. 

In their separate ways these three 
fellows, earnest all, were losing the 
race because of a poor behavioristic 
connection on their sales super-charg- 
ers. They had neglected to realize that 
we appliance salesmen must gain biuy- 
ing action rather than to close sales. 
The woman who doesn’t feel that her 
decision is her own independent action 
will cause a lot of repossession and 
time payment lag. She will never feel 
satisfied because she doesn’t feel that 
she made up her own mind... the 
salesman made it up for her. From 
another angle, many make up their 
minds, but the salesman doesn’t give 
them a chance to commit the buying 
act. Still further, there are other 
salesmen so weather-beaten by those 
around them that they cannot reflect 
the assurance and confidence essential 
to a satisfactory purchase. Remember 
to train yourselves into that attitude, 
that style of expression, that convinc- 
ing earnestness that will make a 
woman want to negotiate a buying 
action of her own free will ... and 
in the shortest talking time! 

One cannot stumble over a moun- 
tain but one can sqush down in an 
anthill. That was the trouble with 
Herb Frieze, with such a kindly heart 
that he was timid about asking for 
the order. I listened to him talk and 
he had a cracker-jack presentation. 
His ruddy-faced, grey-haired earnest- 
ness seemed irresistible to me, backed 
against as fine a sales story as I have 
ever heard a salesman deliver. But no 
orders. So I took three of his prospect 
cards and went out to call upon them. 
The first, a family by the name of 
McDermott, said they hadn’t bought 
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because he had never asked for an 
order. The second, a Tucker family, 
impelled by his salesmanship, had 
bought a competing make because he 
had failed to ask them to buy. That 
was enough. I went back to Herb, 
showed him that he had stirred buying 


action without reaping from it, got | 


him over his timidity and now he is 
clanging the bell. 

Successful buying action depends 
upon making the prospect want to 
sign the order. 


This feeling should | 


be carried in your mind in eath step | 
of the demonstration and presentation. | 
Harbor no hesitancy as to her refusal. | 


Have a firm conviction that you are 
offering her greater value than the 
price she will have to pay. Feel cer- 
tain that you are doing her a favor. 
Correctly state each selling point in 
an educational manner. Be positive. 
You will soon realize that there is 
such a thing as the automatic close. 
In a variety of ways, the prospect 
will signal that her mind is made up. 
The order book is before her. Place 
a pencil in her hand. If she takes it, 
you have her. 
persuasive talking will 

Gene Hartford was an _ intelligent 
and well informed salesman. He had 
plenty on the ball, up to a certain 
point. Then he always wilted. He 
thought he had to go through each 
step of his sales story before asking 
for the order. He had studied one of 
these correspondence courses that gave 
him ten steps of a presentation which 
he thought must always be covered. 
He talked himself out of plenty of sales 
because he hadn’t developed the ability 
to recognize when the prospect was 
ready to buy. He wouldn’t bid for 
an order with the sales talk half fin- 
ished. He thought the premature at- 
tempt to close an order would frighten 
the prospect. He labored under the 


If she refuses, more | 
be needed. | 





delusion that the prospect didn’t know | 


that he was trying to sell her. He 
always waited for her to declare her 
intent to buy. 
other way than to keep the initiative, 
and command the order at the proper 
time. 


He was able in every | 


Poor Gene, knowing he was | 


able, but running up no livable sales | 


score, finally became a street car con- 
ductor. Fact is that we are not kid- 
ding anyone we approach. They 
know we are there to sell. 
pect us to ask them to buy. Why 
should we be embarrassed about it? 
They’re not. 


The chap who is afraid to ask for | 


They ex- | 


an order is weak in one of three ways: | 
(1) He doesn’t believe in the thing 


he is selling—in the fact that he is 
delivering more value than the price 
that it costs. In other words there 
is a subconscious feeling of cheating 
the prospect which makes him feel 
cheap or guilty with himself. (2) He 
doesn’t believe that the prospect needs 
what he is selling—thus, being genu- 
ine, he doesn’t know for sure whether 
he is helping her or not. (3) He 
doesn’t know his sales story and isn’t 
sure whether he has got his points 
across persuasively. 


FACTS 


THAT HELP DEALERS 
SELL 


CONSUMERS 





LINT balls gathered after one hour’s 
washing show relative wear placed 
on clothes by two washing ma- 
chines. This is typical of the “prac- 
tical measures” by which Electrical 
Testing Laboratories keeps manu- 
facturers’ attention focused on con- 
sumer needs—(“selling points” for 
you). 





1938 ELECTRIC REFRIGERATORS 
operate more efficiently and with 
less servicing than earlier models. 
Perhaps the fact that many of them 
have been thoroughly tested at 
ETL is in part responsible for this 
improvement. 





THEY ROAST MEAT to check oven 
performance ... for cooking effec- 
tiveness plays an important part in 
ETL tests of electric ranges. Con- 
venience, durability, safety and 
operating cost, also come under 
ETL scrutiny. Results: better 
ranges and easier sales. 


An interesting booklet “Facts to 
Consumers” is available on request. 
Write for it. 


ELECTRICAL 
TESTING 


LABORATORIES 
East End Avenue and 793th Street 
New York, N. Y. 
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CROSLEY Refrigerator 
Crosley Radio Corp., Cincinnati, O. 
Vodel: RFD Special Shelvador for use 

on farms and in rural communities. 


Selling Features: 6 cu. ft. capacity; 


fancy frills of more costly models 
have been eliminated, for example the 
liner of food compartment is made of 
galvanized Armco ingot iron; 2 shal- 
low ice cube trays and 2 deep trays; 
latest Crosley open-type refrigerating 
unit; Dulux exterior. 

Price: $99.95.—Electrical Merchandis- 
ing, July, 1938. 
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NU-ERA Shaver 

he Electro Tool Corp., Racine, Wis. 

Selling Features: No gears, no bear- 
ings, only 1 moving part; quiet;— 
employs magnetic principle; no 
brushes to wear and arc; self-start- 
ing; levels skin for clean shave; cut- 
ter-guard with smooth, rounded 
slots lets every man use own favorite 
shaving stroke without irritating 
skin.—Electrical Merchandising, July, 
1938 














JOHNSON Refrigerator 
Johnson Motors Corp., Refrigeration 
Div., Galesburg, Ill. 

Device: New larger model J-135. 

Selling Features: 
22.3 sq. ft. shelf area and 13.5 cu. ft. 
capacity; equipped with 


July, 1938. 


chandising, 
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2-door model with 


Johnson 
twin-cylinder unit—Electrical Mer- 


WESTINGHOUSE Range 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Model: Princess type PK-64 range. 
Selling Features: Enclosed Corox sur- 


face units and a well-type Economy 
cooker; large oven has_ lock-stop 
racks, 2 oven units; equipped with 
enameled broiler pan; 3-heat switches 
control units; utensil storage drawer 
is located under surface units; avail- 
able with conventional legs or with 
a 2-door base cabinet placed under 
range providing a “built-to-the-floor 
construction; other features include 
oven pilot ‘light, white dulux end 
panels, crumb tray, broiler stop and 
provision for an electric timer; white 
porcelain enamel finish—Electrical 
Merchandising, July, 1938. 
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DURO Water Heaters 
The Duro Co., Dayton, Ohio 


Device: Automatic water heaters with 
dual heating units. 

Selling Features: Equipped with 2 heat- 
ing units—one in top half of tank pro- 
vides rapid recuperation after heavy 
hot water demands; full wattage is 
used in each unit when on duty, Auto- 
matic interlocking thermostatic control 
prevents both units from operating at 
same time; for 2-rate Semi-Off Peak 
Service these heaters can be furnished 
with separate connections to upper and 
lower units—a manually operated tum- 
bler switch controlling upper unit can 
also be furnished if desired; Features 
include Snap Action thermostat switch 
with temperature adjustment 120 to 
180 deg.; built-in heat trap; thermo- 
tube; cold water diffuser tube; capaci- 
ties 30, 50, 80 gal.; heating units can 
be furnished for any wattage up to 
2,000.—Electrical Merchandising, July, 
1938. 





CORDOMATIC Handle 


The Vacuum Cleaner Corp. of America, 
Wissahickon Ave. at Juanita St., 
Philadelphia, Pa. 


Device: Self-reeling cord handle for 
vacuum cleaners. 

Selling Features: Works on coil prin- 
ciple similar to measuring tape—reels 
cord automatically into metal con- 
tainer that is an integral part of 
handle—full length cord is whisked 
into handle at touch of trigger, only 
rubberized attachment plug remains 
visible in specially designed container 
near cleaner grip; spring type motor; 
cord is controlled by smooth, snubber- 
type brake mechanism operating from 
loop, trigger or push button, electrical 
contact is made by phosphor bronze 
plate with concentric tracks which 
insure positive engagement with two 
commutator brushes.—Electrical Mer- 
chandising, July, 1938. 





RITTENHOUSE Door Chime 


The A. E. Rittenhouse Co., Inc., 
Honeoye Falls, N. Y. 


Device: Sentinel short tube door 
chime. 

Selling Features: Designed to occupy 
small wall space; available in single 
and double purpose types—double pur- 
pose type sounds 2-note signal for 
front door, single-note signal for side 
or rear door; single purpose type has 

2-note signal only; brushed brass 
tubes; housing in statuary bronze or 
ivory art metal with brass. 

Prices: Complete with special trans- 
former required—double purpose 
model 300, $7.; single purpose model, 
301, $6.25—Electrical Merchandis- 
ing, July, 1938. 
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WESTINGHOUSE Roaster 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Device: “Automeal” roaster; Cooks en- 
tire meal for 8 to 10 persons—grills, 
fries, bakes, toasts. 

Selling Features: Complete set in- 
cludes a broiler-grid, 5-piece Glas- 
bake dish set or 7-piece Mirror 
aluminum set; holds 17.9 liquid 
quarts; increased depth provides 
greater heat radiation surface; im- 
proved element; attractive name 
plate and temperature control light 
signals through aperture behind tem- 
perature indicator disk to indicate 
when current is off and on; thermo- 
stat has off position on signal dial to 
eliminate plugging in and out; alumi- 
num lid provides self-basting for 
meats; Bakelite handle for lid; 
rounded corners in interior; aux- 
iliary stand white enameled steel pro- 
vides additional storage for Auto- 
meal utensils; Black finish, chrome 
 iiaataaaaa Merchandising, July, 

938. 





VOSS Washer 
Voss Bros. Mfg. Co., Davenport, Iowa 


Model: RSN. 
Selling Features: 


Equipped. with en- 
tirely new “Electro-Safe” wringer 
which turns off the switch in addi- 
tion to releasing roll tension when 
safety guard is contacted; switch is 
located on wringer post with a re- 
mote control switch button at top of 
wringer post; wringer can be swung 
entirely around and locks in 5 posi- 
tions; may be lifted on or off wringer 
post at will without disturbing any 
electrical connections; as soon as it 
is placed in position on washer it 
provides extra safety of turning off 
switch not only stopping both rolls 
but also motor (gas or electric) 
thereby stopping entire machine— 
Electrical Merchandising, July, 1938. 
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STANDARD Ranges 


Standard Electric Mfg. Corp., 
Toledo, Ohio 


Models: Vanitee, Capital, Colonel, 
Carleton, Evanston, Modoc, Cameo, 
Cavalier, Patrician and models 425 
and_1421. 


Selling Features: Vanitee, oven and 


work surface in center; 16 in. oven 
equipped with 2 burners: 2500 watts 
for broiler, 2000 watts for baking; 
enclosed high-speed Kalmax units: 
utility drawer below oven; appliance 
outlet on switch panel, clock outlet on 
back of range. 

Capitan, large warmer on right can 
accommodate No. 5072 cooker; 2 
large utility drawers below oven. 

Colonel ; large 18 in. oven with re- 
cessed burners ; large warmer ; 2 large 
utility drawers. 

Carleton, available with legs or 
with 2 utility drawers for built-to- 
ground construction. 

Evanston, available with 2 utility 
drawers or with legs. 

Modoc, combination  electric-coal 
range, fuel section equipped with fire 
box for wood or soft coal; water coil. 

Cameo, oven and work surface in 
center ; single oven burner, 3000 watts. 

Cavalier, equipped with 2 ovens: 
1-16 in. and 1-18 in. warmer and 
large utility drawer. 

Six unit Patrician equipped with 2 
ovens: 1-16 in. and 1-18 in. 2 utility 
drawers. 

Apartment model 425 equipped with 
two surface units and 14x14x17} in. 
oven. 

Apartment model 1421 equipped 

with regular 16 in. oven and 4 surface 
units, 
_ Equipment available at slight addi- 
tional cost on all models except 425 
and 1421 consists of No. 5072 cooker ; 
condiment set, range light, and clock 
or Minute Minder.—Electrical Mer- 
chandising, July, 1938. 








JAMES Remind-O-Clocks 


Remind-O-Clock Corp., 111 Sutter St., 
San Francisco, Calif. 


Models: Standard and Radio Remind- 
O-Clocks may be set in advance to 
remind you at any five minute or 
longer period. 

Selling Features: Standard model is 
fitted with adjustable buzzer and a 
red light signal which acts as 
“double check” on buzzer. Radio 
model is fitted with adjustable buz- 
zer and an outlet for small appli- 
ances up to 1000 watts; will op- 
erate them automatically by turn- 
ing them on and off as desired; all 
steel case in plated bronze finish. 
— Merchandising, July, 


HANLEY Razor 
Clipshave Inc., Port Chester, N. Y. 


Model: New Hanley A.C. 


Selling Features: Equipped with simple 
motor with only one moving part 
housed in streamlined Bakelite case; 
2 patented shearing edges constructed 
to press skin down around each indi- 
vidual hair to ensure close shave for 
tough and soft hair alike without burn- 
ing, nipping or pulling skin; cutting 
edges are in sight while shaving which 
enables shaver to trim sideburns, mus- 
tache, beard accurately and reach tricky 
spots. 

Price: $8.50.—Electrical Merchandising, 
July, 1938. 
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TINNERMAN Gas-Electric Range 


The Tinnerman Stove & Range Co., 
2038 Fulton Rd., Cleveland, O. 


Device: Gas range with built-in elec- 
tric cooker and “Pop-out” valve con- 
trol. 

Selling Features: No extra house wir- 
ing required; plugs into 110 volt 
outlet; upper left-hand compartment 
has built-in element controlled by 3- 
way switch with high, medium and 
low heat; streamlined cabinet con- 
ceals gas valve handles in upper left 
compartment—when door is opened 
they automatically move forward; 5 
qt. aluminum cooker with 3 insert 
pans and a sturdy wire basket for 
warming plates and dishes on low 
heat complete the equipment.—Elec- 
trical Merchandising, July, 1938. 
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SHAVERLITE 


Merchandisers Inc., 
250 Park Ave., N. Y. 


Device: Light attachment for electric 
razors throws a beam of light in path 
of cutter; easy to use—plugs in be- 
tween shaver and connecting cord 
and holds snugly against body of 
shaver; 110-volt 6 watt Mazda lamp; 
adapted for attachment to Shick, 
Packard, Remington, Velvet, and 
other makes. 


Price: $1.50.—Electrical Merchandis- 
ing, July, 1938. 
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G-E Floor Conditioner 


General Electric Co., Appliance and 
Mdse. Dept., Bridgeport, Conn. 


Selling Features: Weighs less than 20 


Ibs.; high operating speed and fric- 
tion necessary for waxing and pol- 
ishing; rubber bumper protects fur- 
niture against scratching; outfit con- 
sists of supply of special wax, wax 
filler, pine floor cleaner, sand paper 
disks, steel wool doughnuts, white 
polishing brushes, black waxing 
brushes, buffing disks, felt pads, re- 
taining pins, lambs wool applicator.— 
Electrical Merchandising, July, 1938. 





STEVENS Mixer 


Stevens Electric Co., 2100 Clark St., 


Racine, Wisconsin 


Model: No. 101 Stevens drink mixer and 


fruit and vegetable liquefier. 


Selling Features: Built-in Stevens “tur- 


bulator” with four agitator blades 
reduces fruits and vegetables to 
liquid; motor rotates at 17,000 r.p.m. ; 
container is made of chromium plated 
stainless steel; self-cleaning ; equipped 
with a cover; operates on a.c. or d.c.; 
porcelain enamel base in green, cream 
or black—Electrical Merchandising, 


July, 1938. 
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ELECTROPLATING Outfit 


The Portable Plating & Equipment Co., 


1000 S. Michigan Ave., Chicago, IIl. 


Device: “Super Plater” portable brush 


electroplating outfit for the home or 
workshop. 


Selling Features: Principle of electrical 


deposition of metal is same as tank 
method except brush with an anode 


plus plastic solutions are used and’ 


with the Super Plater the article can 
be plated. in place—wherever 110 
volt ac. is available; plastic solu- 
tions are available for brass, bronze, 
cadmium, cyanide, copper, sulphate 
copper, gold, nickel, silver, tin and 
zinc. 


Price: $12.95.—Electrical Merchandis- 


ing, July, 1938. 


PIONEER Power Plant 


Pioneer Gen-E-Motor Corp., 466 West 
Superior St., Chicago, Iil. 


Device: New “Blue Diamond” AC-DC 
gas-electric plant. 

Selling Features: Capacity, 300 watts, 
110 volts, a.c. 60 cycles, and from the 
same plant-.200 watts, 6 volts dc, 
250 watts, 12 volts, d.c., or 325 watts, 
32 volts d.c.; 4-pole generator di- 
rectly connected on crankshaft of 
engine; 4-cycle, single cylinder, air- 
cooled § h.p. engine with mechanical 
governor to maintain constant speed 
of 1800 r.p.m.; all models push-but- 
ton starting, also auxiliary rope-pull 
starter; operates 12 to 16 hrs. on 
1 gal. gas. 

Prices: From $79.95 to $112.45.—Elec- 
trical Merchandising, July, 1938. 





EVER SHARP Razor 


Simmons Mfg. Co., 122 W. North Ave., 
Chicago, IIl. 

Device: Ever Sharp dry shaver. 

Selling Features: Double shaving edge 
assures double life and double effi- 
ciency; self-sharpening ; equipped with 
110 volts a.c.-d.c. motor precision 
balanced; heavy silver-tipped phos- 
phur-bronze breaker brushes; single 
line unit assembly of fly-wheel and 
cutter-cam; streamlined ebony Bake- 
lite case; 2 extra heavy bearings; 
self-oiling. 

Price: $2.98.—Electrical Merchandising, 
July, 1938. 





ROCK-OLA 


Scooter 


Rock-Ola Mfg. Corp., 828 N. Kedzie 
Ave., Chicago, IIl. 


Device: Delivery motor scooter, travels 
30 miles per hr.; 125 miles per gal.; 
dealer can make more frequent service 
calls and deliveries over a larger area. 
—Electrical Merchandising, July, 1938. 
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A NON - RECOURSE 
ELECTRICAL 
APPLIANCE! 


The 
“DE LUXE” 


Fi. 


The 
“STANDARD” 


FIRE TENDERS 


are sold “nothing down” to home owners (not renters) on 
F.H.A. non-recourse paper. They are sold as an invest- 
ment that returns dollar and comfort dividends. There 
are no trade ins. The saturation point has not been 
thought of. Over 75% of the year’s business is done after 
July ist. Fire Tenders have public acceptance. The mass 
market is here. 


We have complete range of sizes. Promotional material and 
men in the field to belp you. Write for our proposition in detail. 


HOLCOMB & HOKE MEG. CO. 


1547 E. Van Buren St. Indianapolis, Indiana 














Niclhiradn2e 


for Faster Toasting 


7:45 A.M. Quarter hour before train-time. 
Coffee ready. Toaster plugged in. Sliced 
bread slipped before glowing wires. Com- 
muter anxiously glances at watch. Truly a 
race against the time-table. Yet... 


7:48. Toast emerges. Rich, uniform, appe- 
tizing brown. All because NICHROME ele- 
ments are on the job. 


Surely it pays to provide NICHROME sat- 
isfaction in the electric appliances you sell. 


DRIVER-HARRIS CO., HARRISON, N. J. 


NICHROME V elements, 
as proven by labora- 
tory tests and actual 
usage, provide greater 
heat over the longest 
service life. Always 
pleased to prove it! 
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NEW AIR CONDITIONING PRODUCTS 











MARVEL Air Conditioners 


Marvel Aid Cooler Co., Inc., 1265 
Broadway, New York City 


Models: A-16, A28 and W-30 and W-22 
Selling Features: 


A-16 air-cooled selt- 
contained .window model for the indi- 
vidual room in the home or professional 
office has 4 ton capacity; A-28 air 
cooled floor cabinet style model for 
larger sized room or office is also avail- 
able as a water cooled model known 
as W-30; 1-ton capacity, W-22, water 
cooled suspension type with ? hp. re- 
mote compressor develops about 14000 
B.t.u.’s; fan in suspension unit delivers 
1000 c.f.m.; available in multiples to 
provide for larger installations; when 
used in multiples the suspension units 
operate from one compressor.—Elec- 
trical Merchandising, July, 1938. 


Vv 
SUPERFEX Heater 


Perfection Stove Co., Cleveland, O. 
Device: New pot-type oil heater Model 


1047 


Selling Features: Produces 66,000 b.t.us 


of heat per hr.; heat-director type 
with adjustable shutters on 3 sides 
supplying radiating and circulating 
heat, also directs heat downward to 
warm floor; burns 67/100 gal. fuel 
oil at high flame and 16/100 gal. per 
at low flame.—Electrical Merchandis- 
ing, July, 1938. 





ANCHOR Kolstokers 


Anchor Stove & Range Co., 
New Albany, Indiana 


Models: Two new sizes—50 and 75 


have been added to Fire Chief line. 


Selling Features: In addition to Anchor 


Oilmotor, a new Anchor barometrically 
balanced automatic air control regulates 
amount of air fed to fire so that it 
synchronizes exactly with condition of 
fuel bed and with operation of stoker; 
new type worm requires less current 
and less crushing of coal, the manu- 
facturer claims; all-welded hopper with 
sealed hopper door eliminates any 
escape of hopper gases; advanced type 
transmission, new automatic thermal 
overload protective switches, new re- 
silient rubber motor mountings and 
new sprayed insulation compound that 
is sound-deadening and fireproof are 
other features—Electrical Merchandis- 
ing, July, 1938 


KITCH-N-VENTOR 


Universal Blower Co., Birmingham, 
Mich. 


Device: Automatic damper instead 
of usual louver or door construction 
makes it possible to ventilate against 
an outside opposing wind of any in- 
tensity, the manufacturers claim; all 
springs, levers and pull chains are 
eliminated ; operates from wall 


switch; leak proof; aluminum quiet- 
type 10 in, fan; capacity 750 c.f.m.; 
adjustable for all wall thicknesses ; 
polished aluminum grille; 110 volt, 
60 cycles. 

Price: $25.—Electrical Merchandising, 
July, 1938. 





LINK-BELT Stoker 


Link-Belt Co., Stoker Div. 307 N. 
Michigan Ave., Chicago, III. 


Device: “Econo-Matic” 30 lb. automatic 
coal stoker. 


Selling Features: Incorporates standard 


and special design features such as 
no shear pin; overload protection by 
special electrical device; automatic 
load-signal; sectional burning heads; 
l-piece windbox and retort; chrome- 
nickel alloy firebox parts; integral 
airduct and coal feed tube; accessible 
cleanouts; new inlet type Airmeter 
with banking feature; variable inter- 
mittent drive transmission with finger- 
tip speed control; cast iron hopper 
bottom integral with air duct; new 
design hopper with baked-on finish 
in 2-tone gray, black, nickel and ma- 
roon trim.—Electrical Merchandising, 
July, 1938. 
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MAJESTIC Kitchen Ventilator 


The Majestic Co., Huntington, Indiana 


Device: Ten-in. kitchen ventilating fan. 
Selling Features: 


Water sealed motor 
is mounted on cast interior grille, easily 
removed for cleaning; chain control 
starts and stops fan and opens and 
closes hinged, insulated outside door 
simultaneously; assembled in 2 square 
units which telescope; unit is adjust- 
able to various thicknesses of wall; 
simple to install in frame or masonry 
construction. 


Price: $22.50.—Electrical Merchandising, 


July, 1938. 






JULY, 1938—ELECTRICAL MERCHANDISING 











LD 


‘sing, 


yr 
diana 


y fan. 
motor 
easily 
ontrol 
; and 

door 
;quare 
djust- 
wall; 
sonry 


dising, 





SING 











DALLAS Air Circulators 


Dallas Engineering Co., Inc., 1115 Hall 
St., Dallas, Texas 


levice: Dallas cabinet air circulators. 

Selling Features: Operates on floor line 
for use as floor unit in banks, offices, 
beauty parlors, homes, stores, etc; plugs 
into any outlet; has a capacity of ap- 
proximately 5600 cfm; quiet; 26 in. 
high, and wide, 12 in. deep; noiseless 
type propeller, 22 in. overlapping pol- 
ished aluminum blades; a.c. 110-volt 
60 cycle, 150 watts; wire mesh front 
and back with sides of Laceeane per- 
forated metal; chromium and_ black 
finish, 

Price: Model FC-522 $58.50.—Electrical 
Merchandising, July, 1938. 





YORK Gas-Fired Boiler 
York Ice Machinery Corp., Erie, Pa. 


Device: “Yorkaire Heat” gas-fired steam 
and hot water boiler. 

Selling Features: Available in 8 sizes: 
hot water boiler capacities from 275 
to 960 ft. standing cast-iron radiation; 
steam boilers from 250 to 620 ft. 
Boiler is designed exclusively for gas; 
entire mechanism fully enclosed; com- 
pletely automatic—Electrical Merchan- 
dising, July, 1938. 





MASTER KRAFT Kleenaire Con- 


ditioners 


Harvey-Whipple Inc., Springfield, 
Mass. 


Models: Three new Master Kraft 
warm air conditioners. 

Selling Features: Supply heating ca- 
pacities from 80,000 to 250,000 
B.t.u.’s at registers; employ Kleen- 
aire principle of adding humidity 
only in form of purified vapor steril- 
ized by boiling water; humidistat 
and electric moisture control valve 


controls humidity ; welded steel con- 
struction throughout with elimina- 
tion of curved surfaces in oil fur- 
nace elements; self-cleaning, large 
flat heating surfaces; in 2 larger 
models flue gasses pass through 
large baffled, preheating radiator, 
thus utilizing flue heat ordinarily lost 
to preheat air stream as it enters 
cabinet; filter area has been in- 
creased with 4 filters instead of 3; 
modern cabinets, green lacquer finish 
with chrome band trimming.—Elec- 
trical Merchandising, July, 1938. 





CHELSEA Attic Fan 


Chelsea Fan & Blower Co., Inc., 370 W. 
15th St., New York City 
Device: DeLuxe 4-blade attic fans. 
Selling Features: For homes with in- 
sufficient attic space to accommodate 
standard 3-blade fans; large air ca- 
pacity 3 sizes: 36, 42 and 48 in.; ca- 
pacity 9600, 15500 and 18300 c.f.m. re- 
spectively; 36 in. fan equipped with + 
hp. motor; 42 and 48 in. fans equipped 
with 4 hp.; rubber mounted motors 
with automatic belt tension control and 
thermal overload protection; self sup- 
porting base on fan cuts installation 
cost; 110 and 220 volts 60 cycles single 
phase, also in 3 phase and d.c. 
Prices: From $99.50 to $182.—Electrical 


Merchandising, July, 1938. 
8 
if % 


PENN Stoker Timer Relay 


Penn Electric Switch Co., 
Goshen, Ind. 


Model: Style 560 stoker timer relay 
rated to handle stokers up to and 
including 1 h.p. 

Selling Features: Smaller and more 
compact than former stoker timer 
relays; panel carrying’ synchronous 
self-starting timer, timer operated 
cam, relay and terminals as well as 
new special type air cooled trans- 
former are housed inside case with- 
out projecting parts. 

24 volt—timer motor is same com- 
pletely enclosed, _ self-lubricating 
synchronous motor as used on pre- 
vious stoker timber relays; single 
pole, double break relay; low vol- 
tage pilot or thermostat circuit 
using standard Penn Temtrol of A4 
designation; available for 30 min. 
or 1 hr. firing intervals when sup- 
plied with 1-hr. timer motor and for 
2 and 4 hr. firing intervals when 
supplied with 4-hr. motor; cam 
units supplied for 1-firing frequency 
per shaft rotation or for two fre- 
quencies and cams can be changed 
easily —Electrical Merchandising 
July, 1938 
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THE COMMERCIAL 


EXATI 


too, gets 


“NOISELESS POWER” 


from a Trouble-Free 


BLACK & DECKER 
MOTOR 


I, addition to the Rexair wand type cleaner for home 
use, Rexair also makes a commercial unit—for use on any 
and all heavy-duty cleaning jobs in schools, hospitals, 
hotels, apartments and offices. 


For both of these machines, Rexair, Inc., developed a 
new principle of vacuum cleaner design. Dirt-laden air is 
drawn through a churning water bath, washed clean, then 
re-circulated into the room as conditioned air. The result 
is “‘air conditioning as you clean.” 


For the motors for these machines, Rexair turned to 
Black & Decker—because Black & Decker has the reputa- 
tion of giving vacuum cleaner manufacturers what they 
want, when they want it. The result is “‘just the right 
motor”’ to fit the individual requirements of each type unit. 


The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of manu- 
facturers who may be interested in the application of 
universal motors to the improvement of their products. 


BLACK & DECKER 





THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 


of Universal Motors 
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PHILCO Air Conditioner 


Philco Radio & Television Corp., 
3701 N. Broad St., Philadelphia, Pa. 


Device: Cool-Wave portable air con- 
ditioning unit. 

Selling Features: Cools, filters, dehu- 
midifies and recirculates air; may also 
be used to circulate room air with- 
out cooling or to exhaust room air; 
complete air-conditioning system in 
specially designed walnut finish steel 
cabinet; occupies about 4 sq. ft. floor 
space; special finger-tip controls are 
provided for regulation of user; no 
complicated installation—requires ‘only 
one electrical connection and no water 
piping; cooling capacity equal to 
melting of = of a ton of ice; filter 
removes dust, dirt and pollen. 

Price: Approximately $400.—Electrical 
Merchandising, July, 1938. 





YORKAIRE Oil Burner 
York Ice Machinery Corp., York, Pa. 
Device: New Conversion oil burner. 
Selling Features: Can be installed with 
existing heating plants; available in 
3 models; capacities for steam from 
663 to 2410 standing sq. ft. radiation; 
entire mechanism fully enclosed, com- 
pletely automatic; low-capacity adap- 
ter; built-in overload protection.— 
Electrical Merchandising, July, 1938. 





VIKING CirCOOLator 


Viking Air Conditioning Corp., Main 


and Center St., N. W. Cleveland, O. 


Device Attic fan package. 

Selling Features: Package contains 
every accessory for complete installa- 
tion—attic ventilating unit, ceiling 
grille, automatic timer, fusible link, 
air duct, ropes, fittings, switches, nuts 
and bolts are included in every unit; 
other features included are fire-proof 
trap door connected by fusible link 
that will melt in case of fire down- 
stairs, automatically closing door and 
stopping fan; sound absorbing cham- 
ber and air duct; Helixoid impeller 
increases area-dynamic efficiency ; 
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Selling Features: 


Selling Features: 


NeW AR CONDITIONING PRODUCTS 


@ In which new products and merchandise pass in 


review for your benefit. 





streamlined hub, motor, pulleys and 
bearings reduces noise and air re- 
sistance; 3 sizes—32, 40 and 48, de- 
livering 7500, 11500 ‘and 16500 c.f.m. 
respectively.—Electrical Merchandts- 
ing, July, 1938. 





MASTER KRAFT Room Cooler 


Harvey-Whipple Inc., Springfield, Mass. 
Device: Model C-10 portable combina- 


tion room and water cooler. 
Suitable for resi- 
dences, offices, beauty parlors, small 
stores; to be installed at a raised 
window at an angle which is outward 
and upward, preventing draft; plugs 
into any convenience outlet; expells 
stale warm air and draws in fresh 
air; Freon refrigerant; 5000 Btu ca- 
pacity; low speed, full volume fan 
operates silently; Thermal overload 
release switch is fitted to compressor 
motor. 

A water cooling container is part 
of equipment, which if connected to 
tap water or to bottled spring water 
will furnish cool drinking water.— 
Electrical Merchandising, July, 1938. 








EMERSON Fan 


The Emerson Electric Mfg. Co., 
St. Louts, Mo. 


Device: New 42 in. 2-speed Home 


Cooler attic Fan. 

Equipped with 2- 
speed capacitor-start, induction-run, 
resilient-mounted motor with. built-in 
thermal overload motor protector; 
fan shaft is mounted on special thrust- 
type ball bearings cushioned on rub- 
ber; fan case forms part of plenum 
chamber; high speed at 275 rpm de- 
livers 12,800 c.f.m. on high speed at 
275 r.p.m.; on second speed at 185 
r.p.m., 8,600 c.f.m. 


Price: Complete with 2-speed snap- 


switch, $151.50.—Electrical Merchan- 
dising, July, 1938. 


Selling Features: 





KOL-MASTER Stoker 


Kol-Master Corp., Oregon, IIl. 


Model: Challenger. 
Selling Features: 


Dial-set combustion 
control; reverse-flight feed screw; 
horizontal feeder plates; smoke-back 
prevention and other features of regu- 
lar Kol-master line; straight type hop- 
per is 22 in. high for easy clearance 
under standard firebox door, centered 
directly on feed screw; 300 Ibs. ca- 
pacity; steel construction throughout 
except for retort and dead plates; dead 
plates are used in place of refractory 
hearths which eliminates excessive tem- 
perature in vicinity of retort and makes 
it practical to use special 1l-piece tuy- 
eres; burning capacity from 6 to 40 
Ibs. per hr.—Electrical Merchandising, 
July, 1938. 


v 





AIRTEMP Air Purifier 


Airtempt, Inc., Chrysler Subsidiary, 
Dayton, Ohio 


Device: “Clean-Breeze” window air 


purifier. 


Can be installed in 
windows of homes and offices; plugs 
into any light socket; a.c. and d.c.; 
filters dirt and dust from outside 
air and circulates clean air through- 
out room; can also be used in win- 
ter months with slight adjustment to 
re-circulate warm air for better dis- 
tribution. 


Price: $59.50.—Electrical Merchandis- 


ing, July, 1938. 





TRANE Conditioner 
The Trane Co., La Crosse, Wis. 


Device: Trane humidifying condi- 


tioner. 


Selling Features: Humidifies average 


7 or 8 room house; capacity 300 
c.fi.m. of air; equipped with Trane 
extended surface coil constructed of 
tubes expanded to fins to make a 


Selling Features: 


compact l-piece unit; Trane 4-blade 
propeller fan; fan and motor as- 
sembly are placed on_ tubular 
mounting to reduce vibration ;Trane 
target type spray nozzle is integral 
part of unit—highly atomized spray 
of water is mixed with air to give 
proper humidification; throw-away 
type filters are easily removable ; 
connects to existing heating system 
(steam or hot water) and to a 
water supply line and waste line; 
gunmetal enamel steel cabinet.— 
Electrical Merchandising, July, 1938 





TIMKEN Oil Burner 


Timken Silent Automatic Div. The 
Timken-Detroit Axle Co., 100 Clark 


Ave., Detroit, Mich, 


Device: Model F conversion wall- 


flame oil burner. 


Selling Features: This new low-priced 


burner is rated at 676 sq. ft. EDR 
steam and from 5 to 10 lbs. oil per 
hr.; uses No. 1 or No. 2 fuel oil; 
new type motor and oil distributor 
called “Mono-Rotor”; shaft is lubri- 
cated by fuel oil flowing through 
burner; new type chromium steel 
flame-rim is installed in 1-piece; can 
be used in round or rectangular com- 
bustion chambers.—Electrical Mer- 
chandising, July, 1938. 
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COOL-CIRCLE-ATOR Stand 


Kisco Co., ay 4414 W. Papin St., 
. Louis, Mo. 


Device: Floor type fan for use where 


space is limited. 

Distributes air in 
all directions without drafts; may be 
placed anywhere in room, under table 
etc.; available in 2 models: 5M29-1 
single speed, black finish; 5M29-3 
3-speeds, ivory finish; delivers 3620 
a 13 in. high, 17 in. wide over- 
all. 


Price: 5M29-1, $26.; 5M29-3, $29.50. 


—Electrical 


Merchandising, July 
1938 
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—The Product Parade— 


TINY TIM Battery Chargers 


Continental Motors Corp., 
Detroit, Mich. 


Models: 4 models, cover 6, 12 and 
32 volt requirements from 150 to 
300 watts. 
Selling Features: Continental Red 
Seal engine; push-button starting; 
controlled voltage generator; auto- 
matic shut-off ; special farm-light bat- 
tery and wiring kit also available to 
make complete outfit. \ 


\x S \S ee Fr SESS SS I \ 
Price: | Feom ‘+. {o $70-—Electrical -  ™ £. BP Le \\ :\ 
Merchandising, july, . \< \~“C XC \ X 
v \ oe “oe 
FAIRBANKS-MORSE Centrifugal CO CEQ 
Pump \ 


I 


Fairbanks, Morse & Co., 600 S. Michigan 
Ave., Chicago, Ill. 


Device: New vertical centrifugal pump 
for deep or shallow wells. 

Selling Features: Designed to meet need 
for small-diameter dependable pump 
with low initial and operating costs; 
for economically pumping water under 
high or low pressure at 2 to 80 gal. per 
min. with 4 hp. and up; unit for shal- 


JUIM 


ee 
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low well service consists of combined 
motor, pump and base into bottom of 
which is screwed a single suction pipe 
extending below water level for water- 
lifts up to 25 ft.; pumps for deep well— 
20 to 200 ft. deep—are equippel with 
an ejector and venturi in one of two 
drop pipes extending from pump down 
into well; deep-well pump operates on 
accepted principle of centrifugal pump 
with ejector added to lift water from 
depths beyond that from which centrif- 
ugal pump alone will lift it—Electrical 
Merchandising, July, 1938. 


v 
COOPER Lawn Mower 


Cooper Mfg. Co., Marshalltown, Iowa 


> htt Oo 213 


HEAT BOSSIBCLE 


Device: Nineteen in. Cooper “Special”. 
Selling Features: Simple design; no 
clutches; height adjustment ranging 
from 7 in. to 32 in. provides simple, 
accurate means ~4 raising and _— 
ing cutting height as needed without 
tilting bed plate; steel-cut hardened | . ° . 
sane: Gis aches tor chad da: | Whena heating device has Chromel elements, its user soon becomes 
self-adjusting Timken bearings in reel; > ‘ 
large wheels with heavy semi-pneumatic aware of how advantageous electric heat can truly be. Electric 
tires together with 3-section roller make 
easy handling and turning.—Electrical 


Merchandising, July, 1938. heat at its best is made possible by heating-elements of Chromel. 
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HOSKINS MANUFACTURING COMPANY « DETROIT + MICHIGAN 
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CHROMALOX 


Super-Speed RANGE UNITS 





P WAAAY 
/ like them 
because they’re 


so speedy! 


“Breakfast on time starts my day 
right—and it always is on time since 
we got the new range with those 
fast-cooking Chromalox units. They 
say a watched pot never boils, but 
I'll say a Chromalox unit will boil 
it all right 
have to watch them until you learn 





and my wife says you 


how fast they work, so things don’t 
boil over unexpectedly.” 
The speed 
Chromalox units justifies their pop- 
Their additional features 


cooking alone of 
ularity. 

clinch it. 
long service life without let-down, 
the economy of more cooking per 


power dollar—these are factors that | 


sell Chromalox-equipped ranges. 
i) 


CHROMALOX UNITS 
FIT ALL RANGES— 


and hundreds of dealers and utilities are 
using this fact to service their territories 


with exceptionally low inventories, meet- | 
ing all replacement needs easily out of | 


a small stock. Get the full story—use 


the coupon. 






GET THIS 
SALES PLAN 
BOOK | 


Mail with your business letterhead 
EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 


Send me the "“CHROMALOX PLAN" book. 


Name 


Position 7 
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All-flat-top cleanliness, | i veness is offered by the American 





‘Lalks 


by the 


S7de of the Road 





HERE exists a half world of 
news—things that cannot be 
printed, utterances on which 


men refuse to be quoted. Oddly 
enough, everybody is most curious on 
these subjects. Well do I remember 
a city editor on the St. Louis Globe- 
Democrat who used to demand all the 
dirty details over the telephone on 
any crime case which I, as a leg 
man, covered. “What do you want 


}to know that for—you can’t print 


it?” I often inquired of him, “I 
want to know just for my own in- 
formation,” was his invariable reply. 


So here are the details of a 3,000 
mile drive among the dealers and 
distributors of the southwest. It was 
a trip that at times led 35 miles off 
the pavement on dirt roads. 


Advertisers to southern trade ought 
to learn the vernacular. Heard out- 
side a movie palace: “Hey, Bessie, 


| give me a slug of your candy 


I'm going to tie into him when I 
see him we southerners don’t 
say ‘you all’. . . but we do say ‘sho 
nuff,’ ” 

The height of electrical progres- 
Pay Fan Co., of San Antonio. They 
put penny fans in the toilets of Hous- 
ton’s Hotel Rice. 


This rural electrification business 
|is going to give O. Fred Rost of 
| Radio Retailing a chance to lead a 
|campaign. Reception on automobile 
| radios while running beside country 
lines varies from lousy to impossible. 





Mostly off the Record 


The more rural lines, the more an- 
noying it becomes. As this is writ- 
ten, Franklin Delano Innes, the gen- 
tleman at the adjacent desk, an elec- 
trical engineer, cocks an eyebrow and 
says what is needed is greater signal 
strength. Maybe he’s right. 


C. H. Vaughan, Stewart-Warner 
distributor in Houston, Texas, takes 
a bow for originating the no inter- 
est floor planning idea. Says he 
found that phase held dealers back 
in out of season deals, and sprung 
it. Glad to see the industry take 
it up. 


It is an accepted axiom that wash- 
ing machines cannot be sold in the 
solid south. However, fellows like 
C. P. Phillips of Maytag and T. C. 
Jones, ABC dealer in Ft. Worth, have 
broken through this hoodoo. Mr. 
Phillips’ philosophy—and it is just 
that— may be welcome reading in 
the near future in Electrical Mer- 
chandising. 


Floor plan deals are going to be 
a lot scarcer this coming year, one 
utility man in charge of dealer co- 
operation predicts. It looked easy 
last year to put in a lot of goods, but 
Mr. Dealer discovered those goods 
had to be paid for and has learned 
that the hand-to-mouth method of 
buying probably works out better and 
ties up less of his money. On the 
other hand, Mr. Dealer is turning 
over to the finance companies a lot 
of sales particularly of the 90 day 
sort, on which he once held the pa- 
per. He wants his dough right now. 


“CON 
Oi Bod he 


"Now | want all of you who have burned your 
cake to join me in a good old-fashioned cry." 








JULY, 









manufacturer told 
the writer that he felt no alarm over 
the possibility of mail-order houses 


A refrigerator 


taking all the electric refrigerator 
business. They cater to a certain 
type of trade, he said, and by no 
means have a universal appeal. Fur- 
thermore, they strike a balance of 
what they want and when they get a 
volume beyond that it is no good to 
them and is not profitable. For the 
mail order houses do work on a pretty 
thin margin of profit. In refrigeration 
they have gone beyond their ex- 
pectancy, are getting more than they 
are entitled to with results that this 
excessive business is not profitable to 
them. Furthermore, this refrigera- 
tion executive advanced the theory 
that the mail order houses did not 
know their cost or service expenses 
and when they came to an awakening 
in the near future would advance their 
prices considerably. 


Fly in the stoker ointment, says the 
chap who has been hooked up with a 
stoker firm for years, is the present 
short circuiting of the stoker market. 
Everyone knows that there has to be 
a lot of education thrown in with 
new appliances. This promotion and 
education costs money and is in- 
cluded in the price during the pioneer- 
ing days of any item. It is what 
builds up a reservoir of prospects and 
makes the new appliance acceptable. 

However, says this chap, in the 
stoker field some smart cookie has 
figured he can build stokers for less, 
offers them to a dealer cold turkey, 
sans any promotion or advertising. 

Mr. Dealer, thinking that if he can 
offer a $250 stoker for $150 he will 
get a center rush of business to his 
store, drops the legitimately promoted 
line and snaps up the unknown bar- 
gain brand. Whereupon, _ several 
troubles arise. He may be able to 
reach out and grab a few orders that 
are already on the fire purely on price 
appeal. However, he soon finds that 
his low price bargain baby is extending 
nothing for public education, is doing 
nothing to build up acceptance or 
prospects. Furthermore, the price 
does not permit it. Before long Mr. 
Dealer finds that there is no path 
being beaten to his door, no growing 
group of home owners interested in 
his stoker. All he has done is help 
drain the reservoir filled by other 
manufacturers, and when this is done 
he learns that most of the public is 
not yet interested in, sold on or has 
even heard about the merits of elec- 
tric stokers. They simply don’t come 
in, and as a result the nest is fouled 
for everybody. 


Which reminds the writer of the 
man who sold the first electric re- 
frigerator in Davenport, Iowa. There 
was no saturation, there was no com- 
petition, and yet he scratched for five 
months selling his first box—all be- 
cause nobody in Davenport knew 
anything about electric refrigerators, 
never tried them, and couldn’t see the 
slightest sense in putting money into 
them when they already had ice boxes. 
It was sales promotion and advertis- 
ing that changed this viewpoint. With 
the stoker not over the hump yet, it 
well behooves a dealer not to try to 
play it on a price basis. 
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BAR-BROOK 


Comfort Cooling 








e satisfied sales 
e larger profits 


To the wide awake dealer we offer our 
new 1938 streamline attic type ventilators. 
Sizes 22” to 5’. All G-E powered. All 
have an approved A.H.V.E. capacity 
rating. Call your distributor or write, 
wire or D peorsen NOW for our catalog, 
prices and complete sales promotion plan. 


SHREVEPORT 
ENGINEERING 
CO., INC. 

1241 Dalzel St. 
SHREVEPORT, LOUISIANA 











There’s an 


AEROCAR 
DISPLAY UNIT 


For Every Sales 
Requirement 








UTILITY 
TRAILER 


TWO-WHEEL 
DISPLAY COACH 





THREE-WHEEL DISPLAY COACH 





AEROCAR SALES COACH. 


Whatever your requirements, 
from a utility trailer to a cus- 
tom-built sales coach, Aerocar 
can fill your needs exactly. Its 
designing and engineering su- 
periority have made Aerocar 
America's largest commercial 
trailer builder. Write for infor- 
mation today! 








LN coler.\ 


COMPANY OF DETROIT 


4809 Cabot Ave., Detroit, Michigan 
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Sell Appliance Use 


ees CONTINUED FROM PAGE [9 





not much over 30 kilowatt hours per 
month. If this group could be in- 
duced to use only 2 kilowatt hours 
more—l0 cents per month in this 
bracket, the total would amount to 18 
million dollars a year. And _ that 
would be mostly net because it would 
require no addition to plant or serv- 
|ice. All it would require would be 
ithe selling of the use of the existing 
| installation and equipment. 

Of course, with those customers we 
|have to consider their problem of 
capital investment. . But we should 
make it our problem too because it 
means potential business for us. Take 
the refrigerator market for example. 
There are at least 10 million wired 
homes today that do not have electric 
refrigerators. Of these, I am assured 
from actual test surveys, there are 4 
million that have a credit standing of 
$100 or better. With a modern re- 
frigerator requiring only 360 kilowatt 
hours per year, don’t we owe it to 
these people to find a way of provid- 
ing them with this health-promoting, 
money-saving appliance? 

Leading manufacturers state their 
refrigerators have attained a degree 
of mechanical perfection that should 
make their useful life 15 years or 
more, What an opportunity awaits a 
proper finance plan—one that will put 
refrigerators in 4 million homes, 
double the annual utility revenue from 
these homes, save money for the con- 
sumer and give us an added load of a 
billion and a half kilowatt hours an- 
nually with a wonderful load factor. 
We know that residential sales are 
the most important hope we have for 
the future stability of our industry. 
Let me leave with you in closing 
the following points which are vital 
if we are to build soundly for the 
future in residential sales. 





1. We must hold our present rev- 
enue against load mortality due 
to progress in the industry. 





2. We must find our market for ex- 
pansion of service among the 
unsold, the low-use-customers of | 

| today and the new building de- 

velopments of tomorrow. 


3. We must develop our market 
with careful attention to the 
load factors involved lest we find 


HORTON. picst evecy time 


finest every atmo 


HORTON MANUFACTURING CO. 


, FORT WAYNE, INDIANA 








ourselves in the anomalous posi- 
tion of having increased our 
kilowatt hour output at a loss in| 
dollars of net due to excessive | 
investment requirements. 


4. We must hold our market by 
selling the use, not just the ap- 
pliance, by the development of | 
sound public relations built on| 
our own intimate understanding 
of the public’s needs, and the 
public’s appreciation of us. 


If we do these four things with the 
same intelligent zeal with which we 
have tackled our problem of research 
and development, with the full ap- 
preciation that we must build load to 
provide a return on investment, I see 
no reason for any anxiety as to the 








future. 
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There is no doubt about it—the greatest 
need for ice cubes is on those frequent 
daily occasions when one, two, or three 
persons want a few ice cubes in a hurry. 

And only Presto Tray with Rubber 
Grid has what it takes to give one ora 
dozen cubes instantly, full-sized, cold 








and dry, without disturbing the others. 
No fuss! No bother! No waste! 

In less time than it takes to tell, your 
salesman can demonstrate conclusively 
how only the Magic Finish Presto Tray 
with Rubber Grid gives all the advan- 
tages of a fast-freezing metal tray plus 
all the conveniences of a rubber grid. 

If you have not already done so—be 
sure and insist that your new refriger- 
ators come factory-equipped with Magic 
Finish Presto Ice Trays. 


INLAND MANUFACTURING DIVISION 
General Motors Corporation Dayton, Ohio 


WHEN A FEW ICE CUBES ARE PLENTY_ DONT RAID A TRAYFUL_USE 


PRESTO Wot TAY 
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UNDISPLAYED RATE: 
$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 





Parts, Services 
AND Accessories 


DISPLAYED RATE: 

1 inch $12.00; 4 inches $11.50 per in.; 8 
inches $11.00 per in.; 12 inches $10.50 
per inch. (An advertising inch is 
measured vertically on one column. 
There are 4 columns—48 inches to a 
page.) 























PADS, COVERS AND BAGS 


All Types 
Electric mangle pads and covers. Washing machine 
covers, electric heating pads, vacuum cleaner bags— 
all types. Ohio Textile Specialty Co., W. 54 Street, 
Cleveland, Ohio. 





NEW ADS 





and changes of copy must be received by the 
27th of the month to appear in the issue out 
the following month. 
















COMPLETELY STOCKED WAREHOUSES 


REFRIGERATION AND 
AIR CONDITIONING 


WRITE FOR OUR CATALOG ON YOUR LETTERHEAD 
BRANCHES: NEW YORK, CLEVELAND 
ST. LOUIS and 3 CHICAGO BRANCHES 


















THE HARRY ALTER CO, 1728 SO. MICHIGAN AVE. CHICAGO, ILL. 











SELLING : 
EMPLOYMENT : 


Positions Wanted (full or part time salaried 


10 words. 
Discount of 10% if full payment is made in 
advance for 4 consecutive insertions. 





SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” 


UNDISPLAYED ——RATES—— 
15 Cents a Worp. MInIMuM Cuarce $3.00. | Individual Spaces with border rules for prom!- 


employment only) % the above rates pay- |1 inch 


able in advance. 2 or 8 inches... .cccccccccces 7.80 per inch 
Boz Numbers—Care of publication New York,|4 to 7 inches........+++s++0+ 7.60 per inch 
Chicago or San Francisco offices count as|/8 to 11 inches...........+++. 7.40 per inch 


: MERCHANDISE 
: BUSINESS 
DISPLAYED 


nent display of advertisements. 


An advertising inch is measured vertically 
on a column—4 columns—48 inches to a 
page. Contract rates on request. 














POSITION WANTED 


(See also Selling Opportunities Wanted) 
AGENT OR ASSISTANT— 





PURCHASING 
eight years experience, now employed de- 


sires to locate with large manufacturer of 
electrical appliances, motors, electric tools, 
etc., with future. Age 29, single, private 
school graduate and attended business col- 
lege. Have had various experiences in the 
manufacturing fleld. Go anywhere. Frank 
B. Broeman, 745 So. 44th St., Louisville, Ky. 








SELLING 
OPPORTUNITIES 
OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen— Additional 














OPPORTUNITIES WANTED 
CANADIAN MANUFACTURER'S AGENT 
wants line of small appliances. Established 
connections. Write E. L. LaMountain & Co., 




















2035 Metcalf St., Montreal, Canada. 
MANUFACTURERS REPRESENTATIVE. 
Covering jobbers, chain, department stores, 

Greater Chicago; wants appliance, electrical, 
housewares, gift line. Address Box 3720, 
Merchandise Mart, Chicago. 

#} PATENT YOURIDEA 

send a Sketch or Model ok 

of your invention for FH. (3 U 
CONFIDENTIAL 





ADVICE TTOR 
FREE (Pree nsuri SENTATION! 

. 5. Pat. Off. records rw 
for ANY Invention or Trade Mark 

















RADIO IN IT’S ENTIRETY! 


“B-A" serves the trade with every ased te 
redio—complete 160-page catalog of ne 





BURSTEIN-APPLEBEE CO. suns, "sett ar 
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CARBON BRUSH §1.39 
SPECIAL 


Airway, Eureka, 
Hamilton Beach, 
Hoover, Royal or 
any other popu- 
lar plain Vacuum 
Cleaner Brush. 
Packed 100 of one 
kind to a Hopper 
Type Metal Con- 
tainer. 








This 
Metal 

Container FREE! 
Write for our 90-page Vacuum Cleaner Parts Catalog 


CHICAGO APPLIANCE CO. 


812-14 N. Wells Street, Chicago, Ill. 








Over 
25,000 Other 
Readers of 


Electrical Merchandising 


are associated with the merchan- 
dising of electrical appliances. 
Their interest covers every phase 
of this business ranging from 
management, sales or servicing 
employment to inyestment oppor- 
tunities associated with the es- 
tablishing of new businesses, 
partnerships, products, etc. If 
you have an employment or busi- 
ness opportunity to offer these 
men you can do so effectively 
and at small cost through adver- 
tising in the 


Searchlight Section 


ELECTRICAL MERCHANDISING 


If You Can’t 
Sell—Trade 


CONTINUED FROM PAGE Seemmne 





In selling 80 washers in 1937 and 
a few more than this number in 1936, 
the proportion of gasoline motor 
equipped washers sold in Howard 
County was about 50 per cent for the 
two years. The price range on the 
gas engine washers moved in 1937 
was from $74.50 to $134.50. He sold 
one for $84.50 and the remainder at 
$119.50 and $134.50. 

In 1936, the highest priced gas 
washer sold was a $119.50 model but 
in the Fall of 1937 he advanced the 
unit sale level to $134.50. Ninety- 
eight per cent of the gas motor sales 
were of the square tub type, and 93 
per cent of the electric power sales 
were of the square tub type—the high- 
est priced groups of the Maytag 
washer line. 

People have complained to Capito 
that his washer line is “too high 
priced.” This dealer tells them: “First 
costs don’t count for anything. It’s 
what it is going to cost after you 
get it. I tell them a little saying the 
Simmons Hardware Co. used some 
years ago which I’ve never forgotten: 
‘Quality remains long after price is 
forgotten.’ It seems a lot easier for 
me to sell a quality article than a 
cheap one. Why? That’s a pretty 
tight subject. I guess it’s because I’ve 
worked up a better talking argument 
on quality merchandise.” 

Capito started selling washers 15 
years ago and some of the Maytag 
motors sold by him have been in 
service more than 10 years. These 
washer sales made in the 20’s are his 
selling credentials today. He has sold 
small gas motors (Briggs & Strat- 
ton) for driving farm equipment and 
he says they have not given him much 
service trouble over a period of years. 


4-Way Financing 


ROTTAS & Levitt, home fur- 

nishing department store of Seat- 
tle, Wash. think so well of their 
financing plan that they have copy- 
righted it. It is called the “Four Way 
to Pay Plan” and is presented in the 
form of a table which shows exactly 
how many dollars per month must be 
spent in down payment and just how 
long the payments continue on a pur- 
chase of any stated amount under each 
of the four plans. The first group 
calls for no down payment on pur- 
chases up to $125, and 5 per cent down 
on larger purchases and permits 15 
months to pay. When 18 months is 
desired no down payments need be 
made up to $50, but over that a 10 
per cent down payment is required. 
A 15 per cent down payment for pur- 
chases over $90 allows for 21 months. 
When 20 per cent is paid down on 
purchase, the balance of the amount 
may run for 24 months in equal pay- 
ments. The table is displayed promi- 
nently in the store window and in the 
various departments of the store. “It 
opens the way for you to have a bet- 
ter furnished home” reads the motto 

















at the end of each table. 


JULY, 
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LETTERS 








“Tell It To New York 
With Your Hands” 


lo the Editor: 


To say the article entitled “Tell It 
To New York With Your Hands” 
is the most ridiculous and the stupid- 
est article I have ever read in any 
printed piece is putting it mildly. 

Evidently Mr. Tom Blackburn, who 
wrote this article, woke up with a 
headache one morning after a night- 
mare and thought he would put it 
down in words. He must have gath- 
ered his knowledge from someone 
who took a flying visit through the 
section he speaks of, in a fast moving 
sight seeing bus. I could take para- 
graph by paragraph and show you 
how silly and nonsensical it is. This 
may be good reading matter to one 
who does not live in New York. 
Nevertheless for a featured article, 
even the out of town person would 
no doubt see the silliness of it. 

One of the most important things 
he left out of the article is the fact 
that many parts of the section he 
speaks of are being built up with 
many new and modern buildings as 
one would see along Riverside Drive, 
etc. True they do not overlook the 
river, but they are a tremendous mar- 
ket for electric appliances. He did 
not mention anything about some of 
the most modern apartment houses 
along Second Avenue where many 
hundreds of thousands of dollars are 
spent yearly for appliances of all 
kinds. He overlooked to mention one 
of the biggest real estate develop- 
ments known as Knickerbocker Vil- 
lage which holds hundreds of tenants 
paying upwards from $35.00 per room. 
Neither did he mention the fact that 
most of the people living in this 
neighborhood live there because of 
tradition, and most important because 
they wish the convenience of being 
near the business they have estab- 
lished for many years. Yet they do 
want to live in as modern a fashion 
as they possibly can and purchase 
very expensive articles in the elec- 
trical field. He can go down to the 
Daniel Jones Company on Grand 
Street where he will see furniture far 
more expensive and in better taste 
than some of the leading class furni- 
ture stores on 57th Street. 

He does not mention any of the 
other foreigners of which there are 
many in this neighborhood. He does 
not mention the jargon of the Chinese 
who live on Pell and Doyer streets, 
nor does he mention the Italians who 
live on Mulberry and Mott Streets, 
nor the Polish in the vicinity of 
Fourth and Twelfth Streets. All of 
these people have brought many of 
their foreign customs with them but 
are fast becoming Americanized, 
using American merchandise as it is 
brought to their attention. 

Please consider this letter in the 
true light that it is sent to you. No 
ill is meant but I do feel that you 
want to publish articles that are inter- 


esting and contain true facts at the 
same time. I have heard it said many 
times, and you will agree with me 
that when authors wish to write sto- 
ries about that section of New York 
City, they actually move in and mingle 
with the people for months at a time. 
Surely Mr. Blackburn must have got- 
ten his knowledge, as stated above, 
in a fast moving sight seeing bus 
through the section and then thought 
he knew all there is to know about 
the buying habits of the neighborhood. 
Murpock FLoRELL 

Blossom Manufacturing Co. 


Epitor’s Note: Mr. Florell evi- 
dently passed over the second article 
which followed the one he comments 
on. It was entitled “But There Is 
Another New York” and analyzed 
the more important aspects of ap- 
pliance selling in the entire metro- 
politan area. 


“Why, Nobody 
Has Any Money!” 


This is a true story about a man, 
whom we shall call “John Doe”, who 
wanted to buy a refrigerator. His 
neighborhood dealer, we'll call “Mr. 
Blue”. 

Mr. Doe lives in a suburb adjacent 
to Detroit, and while in the city one 
day, he saw the box he wanted. But 
believing in supporting his own com- 
munity, he decided to let Mr. Blue 
in on the deal. So he went over to 
Blue’s store the next evening, and 
there, nicely displayed in the window, 
sat the very box in question. It was 
one of the nationally known makes, 
and a Deluxe Model. 

“What’s the price of that box?” he 
asked Mr. Blue. And even tho, as 
it developed later, the dealer had had 
this refrigerator on display for two 
weeks, he was unable to quote the 
price. “Well, call me up in a couple 
days”, asked Doe, “and give me a 
price.” . . . . Two days past, but the 
dealer hadn’t called. This irritated 
John Doe a bit, but he decided to go 
see Mr. Blue again, personally... . 
“Don’t you want to SELL anything ?” 
. ...“Sure”’, replied Mr. Blue, dis- 
couraged like, “but nobody’s got any 
money.” ... . “Well, I’ve got some 
money”, said Doe, “and I wanta buy 
a refrigerator.” To Mr. Blue, this 
happy set of circumstances was just 
beyond belief. It just couldn’t be; 
and still incredulous, and cautious, he 
asked warily, “Well, just what kind 
of a deal is this—how are you plan- 
ning to pay for it?” And Blue all 
but swooned, as Doe _ snorted: 


“Cash!” 


At this, Mr. Dealer did show a bit 
of interest and said he would get the 
price right away—which he did. And 
then Mr. Doe, (who is a Scotchman, 
by the way) whisked a blank check 
under the nose of Mr. Blue, and 
burred at him, “How much, for cash 
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on the line?” . . . . And the deal was 
closed, with a good fat discount on a 
So WO... « “You know, Mr. Doe, 
I didn’t think you really wanted to 
buy that refrigerator”, confessed Mr. 
Blue, “I have been so sold on the 
idea that nobody had any money, that 
I’ve just quit trying to sell.” .... 
Mr. Doe dropped in the store about 
10 days later and was greeted with 
smiles by Brother Blue, who spoke 
enthusiastically: “Say, Mr. Doe, after 
you bought that refrigerator the other 
day, I decided that maybe some people 
had some money, after all. And last 
week I sold three radios and three 
refrigerators.” 


Here’s another case that happened in 
Detroit, two or three weeks before 
National Used-Car Week, when every 
dealer was moaning about his stock 
of used car trade-ins. It’s about an 
office girl who wanted to buy a used 
small car, 1937 model. (Her boss, 
who is a darn good salesman, himself 
—tells the story.) In the 
“classified ads”, the young lady 
spotted three cars that seemed to be 
about what she wanted, but the prices 
were not quoted. So, she called up 
the three dealers and asked them all 
to name the pricé of the cars, which 
their advertisements said were for 
sale. Each one gave their price, but 
not one of them even asked the young 
lady’s name or her address. But one 
of the three did invite her to come 
out to their place of business, and 
try the car out! Not one offered to 
drive the car around to her. Not 
one tried to get the order. And it 
was a good deal. The lady had cash, 
and no car to trade in..... The 
girl’s boss told this story to the car 
maker’s Sales Department, and they 
reacted with the loud vehemence that 
you’d expect, declaring that they 
might soon have three less dealers. 


* *« * 


If these two cases are symptomatic 
of sales effort, these days, we don’t 
need to ask Mr. Babson what is caus- 
ing our “recession”. 

Joun DoE 


1001 Dynamic 
Display Ideas 


NEW YORK—“Display Animation 
1938,” edited by I. L. Cochrane, the third 
number of the Year Book of Motion Dis- 
plays ($5.00) has just been released by 
the publishers, Reeder-Morton Publica- 
tions, Inc., 151 Fifth Ave., New York 
City. This new volume contains over 
300 photo reproductions and 100 diagrams 
in its 240 large-size pages. Unlike most 
year books, nothing is repeated; every 
illustration and text are new, in order to 
bring the art of action displays up to date. 

While devoted primarily to the new-day 
display showmanship which dramatises 
selling ideas through mechanical and light 
motion, we are impressed with the idea 
that it is also a voluminous source of 
ideas about art and architecture, as devel- 
oped by leading industrial display design- 
ers. It seems to cover the whole display 
field, from lettering of the better kind 
through to the animated diorama. 

For the appliance dealer there are 
numerous examples of window, store in- 
terior and building front animated attrac- 
tions, while many others are in related 
industries using much the same display 
technique. 




















Built-In 
Light-Control 


A 
Sensational ad- 


dition to “SAVE” 
line of Incandes- 
cent Lamps 


Get full partic- 
ulars regarding 
special sales pro- 
motion for Jobbers 
and Dealers. 


ELECTRIC CORPORATION 
TOLEDO, OHIO 
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LPeatch the 


TL omen’s Magazines 


Every month the national women’s magazines carry articles 
on some phase of home electrification, lighting, wiring and ap- 
pliances. These articles are expertly written and illustrated 
attractively. Women in your community are reading them and 
smart merchandisers are putting them to work—in their win- 
dows, in their stores and in letters to their prospects. 

To help you keep informed, Electrical Merchandising intends 
to report each month the articles which will appear in the suc- 
ceeding month’s issues of the leading women’s magazines. 
Thus, in the August issues of the magazines, there will be the 


following material: 


Good Housekeeping 


Good Housekeeping for August sup- 
plies a timely hot weather urge to do 
things the electrical way in its article, 
“Frozen Deliciousness” by Helen E. 
Ridley of the Staff of Good House- 
keeping Institute. Ice cream and 
frozen desserts are the subject of this 
article in which the reader is prompted 
to make use of an automatic refrig- 
erator, electric ice cream freezer and 
electric mixer. 

In the same issue of Good House- 
keeping, electric irons and ironing ma- 
chines have their inning as summer- 
time work savers in “But, Oh, the 
[roning!” by Helen W. Kendall of the 
Staff of Good Housekeeping Institute. 


Woman’s Home Companion 


The Home Service Center of 
Woman’s Home Companion also pre- 
sents a delectable and timely Summer 
Freeze article in the August issue by 
Dorothy Kirk and Elizabeth Beveridge. 
Tempting recipes, beautifully  illu- 
strated, of frozen desserts—mousses 
and parfaits, ice creams, ices and sher- 


bets—suggest the many shortcuts in 
food preparation during summer 
months with cold cooking. Practical 
suggestions for care of the refrigerator 
to speed the freeze are also incor- 
porated in this article. 


Better Homes & Gardens 


More ammunition for the refrig- 
erator salesman will be found in the 
August issue of Better Homes and 
Gardens. Jean Byers, director of the 
Tasting-Test Kitchen, in an article en- 
titled “Lady, Be Cool!” asks refrig- 
erator owners questions, each of which 
suggests cool ways to beat the heat 
with refrigerator dinners, such as: 
“How cleverly do you take advantage 
of your modern refrigerator ?” Do you 
roast man-size meat cuts—introducing 
leftovers in cold slices, sandwiches, 
hearty salads?” “Are there jars of 
French dressing, mayonnaise and salad 
dressing ready for any salad situa- 
tions?” Is there a corner for canned 
fruit, fruit beverages, and sea foods, 
all chilled for a midnight snack?” 
These and other questions are fully 
answered in the article. 
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“Ain't it a beauty, boss—I picked it up at an auction 






yesterday.” 
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" ~_ IRST, adjust the pressure of the Lovell Wringer to the 

~ type of fabric being wrung. Next, feed the light ends 
BB oof garments to the rolls. Now, spread them wide for 
best results. Then, ‘““Round and Round the Lovell Goes” —ex- 


tracting the soiled water and with it millions of loosened par- 


ticles of soap, dirt, and lint—from thin outer edges as well as 


thick center folds, and down to the very tip end of the fabric. 


No better way has yet been found to do this highly important 
job of water and dirt extraction—quickly, easily, and with- 
out injury to the daintiest fabric. Equally important, the 
Lovell Wringer lightens labor by conveying the heavy water- 


soaked garments from tub to tub and from tub to wash basket. 


And here you have the reasons why more Lovell-equipped 
washers are sold than any other type. 


THE LOVELL MANUFACTURING CO. 
ERIE, PENNSYLVANIA 
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Trousanps of Maytag dealers have led in —Z | 


‘| 


washer sales in their territories ever since 
they joined Maytag. There’s a simple, 
3-sided reason for this leadership momen- 
tum. It’s this— 

Maytag dealers have what it takes to 
make sales. The products are right. Not be- 
cause we say so, but because over 3,000,000 
Maytag users have proved it! 

Maytag dealers have what it takes to 
make profits. Dealer-factory relationships 
are sound and friendly. Maytag policies 
are built on the knowledge that dealers 





‘on ll MAYTAG DEALERS 
JOY LEADERSHIP 








MOMENTUM 


must prosper if Maytag is to prosper. 

And Maytag dealers have an advertis- 
ing campaign that wins prospects . . . the 
broadest campaign that ever boosted any 
exclusive washer line. 

It’s a good crowd to be with—a money- 
making line to sell. A letter or this coupon 
to Newton, Iowa, will bring you the facts. 
THE MAYTAG COMPANY, NEWTON, IOWA 


Without obligation, please give me the full story of the 
Maytag Franchise. 


Name _ 
Address _ 
City 
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